





GLOSSIROLL 


PANEL No. WSS3—-SKATING SCENE—30” x 48” 


A striking horizontal panel silk screened in 4 colors on a glossy background (NOT 
CORRUGATED). The landscape in deep blue background, the ice in 2 lighter 
blue, the mountain and highlight in bright yellow and a white airbrush gives the 
effect of the fadeout around the top of the mountain. Can be used with or without 
white corrugated columns and caps. Packed in an individual corrugated container. 
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X-5—THE CHRISTMAS SPIRIT LITHOGRAPHED IN 3 COLORS, 20” x 30” 
The rich Christmas colors and the Spirit of the Season as embodied in the Pixies 
combine to make this an appealing corrugated Christmas display. The above 
scene is repeated 10 times making the length approximately 30’. 1- 9 rolls 
10-24 rolls 
25-49 rolls 
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Display 
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Plain Colors 
(3 Widths) 
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SPECIAL 
DESIGNS 


PANEL 
BOARDS 


each $2.50 


50 rolls and over.each 2.00 
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PANEL No. WSSi—SPIRIT OF WINTER—30’ x 4’ 
A beautiful winter panel silk screened in 4 colors ong 
backing (NOT CORRUGATED) in two shades of blue, a r¢ 
brown and a natural color face. The white background gin 
snow effect. Can be used with or without white com 
columns and caps. Packed in an individual corrugated cont 
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Any Special Design 
can be Tinselled at a 
slight cost in quantities 
of twenty-five rolls or 
over... Also Panels. 
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Special Discounts 
For Quantity 











Special Designs Made 
To Your Order in 
Modest Quantities 
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PANEL No. WS2—SANTA CLAUS—38” x 60” 


Sprayed in several colors on a rich Glossiroll CORRUGATED 
surface. An appealing display for the Christmas window. Can 
be used with or without white corrugated columns and caps. 
Packed in an individual corrugated container. 


Write for complete 

citcular and monthly 

builetin to your near- 

est distributor or di- 
rect to us. 
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REGULAR GLOSSIROLL WITH CROWN OR SPOTTED 1 
—ONLY 48” x 25’ 

Another briliant Xmas and Winter effect with the glitter on 

crown of each flute. : 

Available cnly in 4 colors—White, Green, Blue and Red. 


SPECIAL LOW PRICE F 
each $4.25 25-49 rolls ........--- « 
each 4.15 50 rolls and over......: as 
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: THE COVER OUR NEXT ISSUE 1937 





Designed by L. A. McMullen, who for the past A large number of especially interesting "Il am satisfied that in 1937 and future years, 

thirty years has handled display for the Eastern Out- ; X : display and point-of-sale advertising will prove more 

F fitting Company, Portland, Ore., the men’s wear and informative articles have been sched- important than ever before. In our preparations for 
window shown on the cover was installed for Port- 


uled for the final issue of DISPLAY the launching of any new product or for the carrying 


land's annual Fall Opening. All brown merchan- 
on of the sale of an established product, the first 


dise was displayed. The recessed center opening WORLD for 1937—the December number 


contained a bowl of marigolds and autumn leaves. job we tackle is that of adequate dealer display. 
Two vertical panels formed by prism glass bricks _ each profusely illustrated with practical Our experience has pointed out that it is of tremen- 
were illuminated from the rear with reddish-brown dous value."—A. L. Firestone, Firestone Advertising 





colored lights. examples of displays that sell merchandise. Agency, St. Paul. 
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i WINDOWS 


IS THE JOB OF THE 


Gutawl 


Cutawi made windows win attention, sales and dis- 
tinction for you and your store. 


BE A WINNER 


Join the ranks of the thousands of successful Cutawl 
users who consistently win higher honors in all display 
contests. Their work is shown in literature we will 
gladly mail you. 


OUR EASY PAYMENT PLAN MAKES it possible for 
you to get a CUTAWL at once. 


INTERNATIONAL REGISTER CO. 


3.5. -Theeee 31. Chicago, Ill. 


a 
INTERNATIONAL REGISTER CO., 13 S. Throop Ct., Chicago, Ill. 


Please send me catalog and "Prize Winning Displays" and details of easy pay- 
ment plan. 
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LET ME GALLOP 
IN YOUR STORE 


I'll Attract Plenty of 
Sales-Making Attention 


























There’s still time 
if you order now! 


Put Santa the Silent Salesman to work for 
you. He'll work hard and long, riding his 
prancing steed across a star-studded sky 
to focus eyes on your merchandise dis- 
plays. His only salary is a cent a day for 
current costs. 

This animated display, as pictured, is all 
ready to go into action in your window or 
on your counter. It is powered by the 
famous electrical Pendulum Unit which 
gives Santa and his reindeer a gay, leap- 
ing motion. The display is 36 inches high, 
is 42 inches wide, and sturdily built of 
5-ply veneer. There’s a 6-inch platform: 
base in front to hold feature items. It's 
bright and snappy in full Duco colors. 


Priced complete at $24.75 for alternating 
current model and $25.25 for direct cur- 
rent model, f.o.b. Brooklyn, N. Y. (sales tax 
and other taxes not included). Any mes 
sage in raised letters 22 inches high may 
be placed on display at factory for 8 cents 
per letter extra. 

When ordering, be sure to specify A.C. or 
D.C. current and lettering desired (if any). 
Immediate orders will be given prompt 
attention to assure timely delivery. 







‘Motion Sells More Goods” 
MOTION DISPLAYS Inc. 


Division of Mergenthaler Linotype Company 
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Increasing Union Activities 
Draw Eves Of Display Field 


As a result of unionization efforts by the 
American Federation of Labor and the Com- 
mittee for Industrial Organization which 
culminated during the past three weeks in 
Seattle, Oakland, New York City, Milwaukee, 
Pittsburgh, Tacoma, Boston, and other key 
cities, the eyes of the dsplay field have been 
focused, a bit apprehensively, on the ques- 
tion of organization for both retail display- 
men and installation services employees. 

Sporadic attempts have been made from 
time to time to organize retail displaymen, 
usually by the A. F. of L. in indiv-dual 
cities, taking in card writers and similar 
department employees in horizontal unions 
confined to particular crafts. But with the 
advent of the C. I. O. and its efforts at estab- 
lishing vertical unions in which the members 
of a complete organization are included in 
one association, the retail display department 
has been invaded as never before. An 
example may be c:ted of ten Tacoma depart- 
ment stores recently signing a labor agree- 
ment which provided that all members of 
the display department, including the man- 
ager, should be included in the union. 

In the installation field, union activities in 
Chicago and St. Louis have resulted in com- 
plete unionization of installers. Similar 
efforts are now being put forth in New York 
City and Boston. 

To date, no organized effort has been made 
by retail displaymen not now affiliated with 
a union to bargain, combat, or in any other 
way protect their interests in connection 
with un‘onism. As a result, the displaymen 
in each individual city in which C. I. O. or- 
ganization of the retail stores is projected 
have no alternative but to follow along with 
the crowd—accepting the general prov'sions 
as applied to sales people, stock room at- 
tendants, and other members of the store 
Personnel, and without recognition of them- 
selves as employees whose work is of such 
a nature that they should be considered sep- 
arately. As mentioned above, in some in- 
stances even the display manager has been 
compelled to join the union, without taking 
mto consideration the fact that he is an 
executive and as such entitled to individual 
bargaining, 

Accordingly, unionization attempts among 
the retail stores of the cities to be discussed 
below include displaymen as a matter of 
course, 

In Oakland, Calif., threats of strikes and 
close-outs were tossed back and forth a 


couple of weeks ago when negotiations be- 
tween retailers and the Sign Painters, Card 
Writers, and Display Men’s Union, and the 
Retail Clerks International Protective Asso- 
ciation were deadlocked. Threatened p cket 
lines about the H. C. Capwell Company were 
halted temporarily when it was reported that 
such action would mean an immediate lock- 
out among forty-three stores interested in 
the matter. Later, however, the strike was 
called and picket lines established. The 
management contended that fewer than 300 
employees were on strike, while the union 
officials maintained that 700 were involved. 
The questions of an open shop and minimum 
wage scales were said to be the principal 
factors involved in the disagreement. The 
store, it is reported, consented to a hor:zon- 
tal wage increase ranging from 10 to 12% 
per cent, but refused to consider the matter 
of a closed shop. 

Capwell’s continued operation with a re- 
duced staff and no action was taken by the 
other stores except for the statement that if 
Capwell’s was compelled to close that they 
would follow suit. 

Early on Sunday, November 7, however, 
an agreement was reached between the two 
factions and the strike was revoked. No 
details of the provisions for the display de- 
partment could be learned at the time of 
going to press. 

A statement from an Oakland displayman 
regard.ng the situation is of interest: “I am 
a displayman and belong to a union, Local 
No. 878, A. F. of L., which also includes card 
writers, sign painters, decorators, painters, 
and paper hangers. As far as I know, some 
sort of an agreement has been reached with 
the employers, with the exception of the 
top of the scale, which is either $38 or $40 
per week for displaymen who actually tr m 
windows, said week consisting of forty 
hours. Stylists are supposed to receive $25, 
and the helpers’ scale ranges from $16 per 
week for a beginner to $30 after two years’ 
time. Card writers receive $40 at present, 
but the other figures given are merely ac- 
cording to our charter scale. 

“No doubt you realize that our negotia- 
tions are completely overshadowed by a 
much larger issue; even as I am writing you, 
the controversy between the R. C. I. P. A. 
and the Retail Merchants Association is 
raging and is causing a very serious situa- 
tion in Oakland.” 

In Seattle, Wash., where negotiations have 


been going on for ten weeks or more between 
the operators of twenty-three department 
stores and specialty shops and the Retail 
Clerks International Protective Association 
(whose secretary refuses to divulge for pub- 
lication the provisions of the agreement as 
affecting displaymen), a_ settlement was 
reached November 1. It is understood that 
working hours have been reduced to forty 
per week, with provision for an extra eight 
hours at regular pay. Time and one-half 
is to be paid for over forty-eight hours. 

In the Midwest, after peaceful negotia- 
tions extending over a period of several 
weeks, a closed shop labor contract has been 
signed between A. Goldmann & Sons Com- 
pany, department store, M.lwaukee, Wis., 
and United Retail Employees Department 
Store Local 111. This was said to be the 
first contract in Wisconsin applying to -all 
employees of a department store, including, 
of course, displaymen. 

Among the usual controversies connected 
with such situations, p:cketing took place 
late in October before three Pittsburgh, Pa., 
stores—Boggs & Buhl, Joseph Horne Com- 
pany, and the Rosenbaum Company. Nego- 
tiations have since been resumed. 

In the East, Lerner Stores Corporation 
and the United Retail Employees of America, 
with C. I. O. connections, have signed an 
agreement affecting all employees in the 
firm’s stores and home office in Newark and 
White Plains, N. J., and New York City. 
Little could be learned of the terms, as af- 
fecting displaymen, but it is reported that the 
standard week will be forty-four hours. 

The C. I. O., it is said. is planning a drive 
on collective bargaining for retail“employees 
in the East, to begin with negotiations* with 
Gimbel Brothers, New York City. \ 

In Boston, employees of W_Iliam Filene’s 
Sons Company have established their own 
cooperative association to bargain collet- 
tively with the store. Quoting from a letter 
by the organization’s secretary, “The asso- 
ciation has been organized on the basis of 
a vertical union and consequently no men- 
tion is made of the display department as 
such.” An inspection of the constitution, 
by-laws, and collective bargaining provisions 
of the association reveals; however, that 
members of an existing craft union within 
the store (such as the Brotherhood of Paint- 
ers, Decorators, and Paper Hangers District 
Council No, 41, which might embrace dis- 

[Continued on page 39] 
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By MALCOLM J. B. TENNENT 
Meier & Frank Company, Portland, Ore. 
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The Fashion Display 
And its Implication 


The question that naturally pops into the 
minds of some displaymen when they are 
confronted with the annual spring and fall 
opening displays of Meier & Frank’s is: “By 
can such windows actually sell?” 

And the answer that just as naturally 
comes back from those of us who have seen 
these fashion windows installed year after 
year is: “Yes, they do sell. Not only do 
they actually sell merchandise, as proved by 
careful checking on the merchandise dis- 
played, but they sell something for which no 
definite value can be set—but which is prob- 
ably priceless; they sell store-rightness,” 

There is much in common between the 
“ordinary” display and that created for a 
fashion showing. Each must dress up the 
merchandise and make it more impressive, 
more desirable to the eye and more logical 
to the purse. Each must put across the idea 
that the store’s merchandise is abreast of the 
current mode, or even a bit anticipatory. 
But the fashion display can do all this on 
a grand scale, presenting the idea of store 
leadership in such a proportion that there 
is never a question in the shopper’s mind 
that anything different could possibly be 
the case. 

That is the function of the elaborate 
fashion display, and it is something for 
which every store of any pretensions has 
need from time to time. — 

Such displays might be compared to the 
“first night” for a Broadway production, 
from the displayman’s angle. There is the 
lengthy search for the idea, the days and 
nights of preparation, the experimenting 
with colors and lights. If care is taken 
with the customary displays of the store, 
then the same care must be multiplied a 
hundred-fold for the fashion presentations 
for special occasions such as openings. 

The idea for the Meier & Frank’s windows 
used during the fall opening just past was 
based on a combination of astrological and 
geometrical figures. Curves, circles, tri- 
angles—an endless variety of possible treat- 
ments became feasible once the central idea 
had been isolated and adopted. Large wit- 
dows made it practical to carry out the 
theme on a magnificent scale which caught 
the spectator’s imagination at the first 
glance. 


—A truncated cone at the bride's right 
carried out the geometrical theme which 
characterized these displays by Malcolm J. 
B. Tennent. The bridal window had a back- 
ground of white, with tomato red used spar- 
ingly to contrast with the apparel. . . - 
Black velvet and gardenias were featured 
in a display in which the main motif bore 
a resemblance to a surrealistic porthole. 
Note how Tennent uses light in order to 
bring out dramatic lines and angles— 
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—Dramatically simple was the living room 
setting for a Hattie Carnegie gown. Fire- 
place, fire stool, and andirons were espe- 
cially made for the display, the andirons 
being hand-carved in the Meier & Frank 
display department. . . . Men's wear was 
presented during the fall opening in a 
series of humorous displays. Papier mache 
masks were made up especially for these 
windows, while the hands were carved from 
balsa wood— 


Contributing greatly to the spectacular ef- 
fect of these displays was the lighting. In 
each window—and it should be mentioned 
in passing that the windows formed a con- 
tinuous “aisle” around the store, with no 
dividing walls to separate them—seven dif- 
ferent colors of light were employed, softly 
blending and providing an ideal setting for 
the merchandise, which was spotted in white 
light. Dramatic angles and edges of dis- 
play set-pieces were carefully outlined with 
light to make them more emphatic and 
attention-arresting. 


The use of the geometrical theme made it 
easily possible to keep “clean” lines in each 
window and to avoid any appearance of 
complexity. Fashion displays always must 
be simple, even though of elaborate concep- 
tion. If that sounds paradoxical, let me 
explain it by saying that the settings must 
be grandly impressive, but that the merchan- 
dise must be of first importance. 


One of the most spectacular windows we 
used for the fall opening was the bridal 
display, shown in the first illustration. A 
snow-white theme was used, with a very 
modern stairway. The other background 
color was tomato red, the better to show 
the white bridal gown and the copper and 
bronze-green gowns of the attendants. A 
large wedding bell was decorated with nat- 
ural chrysanthemums. The geometrical pat- 
tern was carried out by a truncated cone 
which stood at the bride’s right. 


A surrealistic porthole effect did wonders 
in displaying black velvet, snowy erm/‘ne, and 
gardenias for evening. 

(It should be mentioned here that all win- 
dow walls were smocthly plastered and 
painted grayish green. The ceilings were 
done in blue.) 


The living room illustrated at the top of 
the page used fireplace, fire stool, and and- 
irons all especially built for this window. 
The andirons were of hand-carved wood. 
The gown on the figure was a Hattie Car- 
negie creation, exclusive with Meier & 
Frank’s in Portland, emphasizing the pencil 
slim silhouette with imported gold lame. 


The series of three men’s wear windows 
really had to be seen to be appreciated. To 
say that they attracted great attention would 
be putting it mildly, for even now they are 
still being discussed. The figures were not 
actually copied from Esquire characters— 
but there was something about them which 
Suggested Esquire. However, they had an 
individuality all their own. They were de- 
signed especially for Meier & Frank. The 
heads were papier mache masks, the hands 
were of balsa wood, and the legs were 


whittled out and made to fit regular shoe 
forms. 
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Thoughts On Display 


There is a German saying: “What a peas- 
ant doesn’t recognize he won’t eat”—and so 
he misses a great many culinary sensations. 


The same could be sad about many a 
displayman. This reaction against the un- 
familiar is more understandable almost any- 
where else than in the display trade. Never- 
theless it is in this field that we find a deep- 
rooted conservatism which is as surprising 
as it is senseless, even if we are willing to 
admit that this kind of life is the easier on 
the brain. 

In the course of display trends, we have 
found a symbol for every event which during 
the course of a year is used in the show 
windows and in the departments of the store. 
This symbol we try to vary each year in 





By LASZLO GABOR 
Kaufmann Department Stores, Pittsburgh 


some way or other during which process 
we are very careful never to lose hold of 
that saving straw and are particularly cold 
toward any fresh variation of the idea. For 
instance, in the autumn one can only deal 
with a five-pointed grape leaf or any other 
kind of five-pointed leaf, which latter is 
already regarded as an absolutely radical 
change. In the summer we are unable to 
tear ourselves away from that nightmarish 
bathing girl on the surf-board, one hand 
waving archly in the air, the other holding 
to the guide ropes for dear life. In the 
spring we have the artificial grass which 
by no stretch of the imagination can be in 
competition with the tender efforts of young 
nature. And in winter we come to glorious 
Christmas, where the apex of our efforts is 
expressed by the very eloquent fact that 
every day we have not found one but two 
symbols—a fact which should reduce us all 
to a state of awe and reverence. What 
have we found? Santa Claus and the 
Christmas bells! 

We are all well aware that the world is 
best governed by systems, since within the 
system which can be expressed in a symbol 
we can always be sure of being right. This 
is due to the very simple cause that within 
the blinders which the system has fixed on 
our eyes it is quite impossible to see other 
possible systems on either side of us. 

To have no fixed system at all would 
present the great opportunity for one to ex- 
press as something new everything that 
crosses his path in the course of a year. 
Under these conditions we may be certain 
that each opportunity grasped will deliver 
something new and striking which will be 
understood by the public, in a manner of 
speaking, as a temporary symbol. All this 




























means that such a new effort must be a real 
“hit” every time, quickly grasped and quickly 
understood by the public. Moreover it must 
be able to slip quickly into the place of the 
already familiar symbol. 

Imagine what a_ tremendous advantage 
could be gained from this type of thinking. 
The shabby stencil which we have ail known 
since childhood can be completely avoided, 


The public realizes that it is always getting 
something new to watch and most important 
of all you can relate the merchandise itself 
to such a temporary symbol. 

Today since the lovely Christmas-tide is 
almost upon us, I would like to talk about 
the display trade’s activity at ths season 
and perhaps throw some light on customs 
which seem typical to me. The trade of a 
displayman is to glorify merchandise for 
profit—since he detaches the merchandise 
from its usual surroundings and dramatizes 
it in a center of interest. At Christmas time 
he increases his efforts considerably. One 
could almost say that a woman buys slippers 
for her husband in a cathedral; only the 
incense is lacking, possibly because someone 


—Skillful contrast is shown by Gabor in tho 
first display, in which modern gowns cre dis- 
played before a background painting de- 
picting the clothing of primitives. . . . Cut 
out blow-ups of college girls almost literally 
"step" from the pages of Life in the second 
display. The background shows a campus 
scene. . . . Frosted glass was used for the 
background in the display at the left, 
illuminated with subdued lighting from the 
rear— 
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—Of the four displays shown on this page, 
Gabor says: “Our artists held their own 
interpretive ‘International Art Exhibit,’ in 
front of which were shown coats and dresses. 
The paintings were framed in natural wood 
and were against a white background... . 
Notice the imported French mannequins in 
the Directoire window. Their complexion is 
pale gray with a faint touch of blue. Eye- 
lashes are feathers and the heads have hair 
moulded from strands of cellophane. The 
background is a parade of French figures 
in the costumes of the Directoire period. 
. . . Looking through shuttered windows into 
the past, we see a Georgian living room, 
full of the charming dignity derived from 
graceful -proportions and softly blended 
colors. ... The texture of the wails of this 
airy room were delightful, having on one 
side wide strips of silver and narrower strips 
of green. The side was of simple glass 
bricks illuminated from behind''— 


is afraid that the public will confuse this 
with a serious religious ceremony. 

All joking aside, Christmas seems to be 
used aS an opportunity to tempt the cus- 
tomer from the merchandise as much as pos- 
sible, for which purpose stores gladly and 
willingly use gold and silver, green and 
red, and very much light above eye level; 
at which point is a wild confusion of hun- 
dreds and hundreds of bells at every angle, 
and out of this cloud there leers down: on us 
the hundred-times repeated fat, long-bearded 
Santa Claus mask. We are indeed lucky 
that most purchasers are so free with their 
money at this season and enter our stores 
with a firm mind to buy again and again; 
otherwise, there would be some danger that 
many, having feasted the:r eyes, would com- 
plete their devotions in this atmosphere of 
holiness and go their way. This does not 
mean we should do nothing at all to tie up 
with the Christmas festivities, but that it 
shall be done in a very different way and 
not year after year with ultra-cheap and 
ultra-familiar materials. 

Any housewife who has some good taste 
can completely surprise her tired husband 
by the simple process of changing the usual 
position of the furniture in the living room— 
thus giving him a feeling which removes 
him entirely from the rut of the monotonous, 
and sets him down in an entirely new world. 
Nevertheless, she does not need any cheap 
trick—just a little imagination and taste. 

In order to achieve the Christmas spirit in 
a store it is most important that particular 
care and attention be given the presentation 
of merchandise—which means that a discreet 
background is boosted one or two degrees 
towards a holiday mood with a few new 
carefully chosen ideas. These new ideas 
should be used all over the building in order 
to achieve some kind of unity. The Christ- 
Mas tree or an evergreen branch or a mistle- 
toe, or a star, or the Christmas angels, or 
even the stable can all safely be used, but not 
as the main point, not as the dominating 
motive, but more as a _ background tone, 
either in an abstract or naturalistic manner, 
but always more toned down than _ over- 
bearing, and never too overladen. In such 
a way the decorations will not be an end in 
themselves and will not live their own inde- 
Pendent life next to the merchandise (which 
is there “too”). Another point which is 
[Continued on page 31] 
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The 10 Ber Cent Budgets 
is It Large Enough? 


By A. J. ROEDER 
William H. Block Company, Indianapolis 





Back in 1934 the average display budget, 
according to figures obtained by the National 
Retail Dry Goods Association, amounted to 
10 per cent of the total publicity dollar. In 
1935 and 1936 the percentage rose to 11, and 
undoubtedly most stores increased this again 


in 1937. The N. R. D. G. A,, through its 
sales promotion division, now recommends 
that 10 per cent be established for the dis- 
play department, plus an unnamed percent- 
age to be included under the head of “in- 
ternal store promotion.” Quite likely this 
recommendation would mean that the total 


appropriation to be devoted to display would 
approximate from 12 to 14 per cent. 

There is no doubt that an increased dis- 
play budget is direly needed by many stores. 
A great number of establishments are seeing 
too much of the publicity fund go out in the 
form of newspaper advertising, while the 
d'splay department is compelled to get along 
on famine rations. 

The step taken by the N. R. D. G. A. in 
advocating an increase in the display budget 
is one in the right direction. Many stores 


which adopt the plan will benefit greatly, 
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their display staffs having been handicapped 
in the past due to insufficient funds with 
which to conduct ther display department 
activities. 

Our display appropriation for last year 
amounted to quite a bit less than 10 per 
cent of the amount set aside for publicity, 
although it must be borne in mind that this 
percentage does not include salaries. Were 
they added, the figure would mount consid- 
erably over the arbitrary total of 10 per cent, 
However, our actual display costs are really 
comparatively low. It must be remembered 
that our purchases last year included a large 
amount of display purchases made necessary 
to meet the requirements of our newly re- 
modeled store. 

In ordinary years, however, we are able to 
keep our display expenses, including salaries, 
fairly well in line with the appropriations 
indicated by the N. R. D. G. A. 

There may be several reasons why we are 
able to do this. In the first place, all dis- 
plays are planned well in advance so that 
economical methods of production can be 
employed. Next, we buy the best manne- 
quins obtainable, as well as the finest fix- 
tures, and we take care of them. Finally, 
we try to get a definite idea behind every 
display. 


—A. J. Roeder, who directs display for 
Block's, holds his display budget down to 
less than 10 per cent of the total publicity 
appropriation, but attains excellent selling 
displays by clever merchandise arrangement 
and the ideas which go behind every 
presentation— 
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—Typical Roeder displays are shown on 

these two pages. Note that every window 

is most economical in its use of display 
materials, yet each has selling power— 


Every Monday morning a meeting is held 
at which the various heads of departments 
interested in promotions are present. We 
discuss the important coming events and 
make plans accordingly. Requisitions for 
desired windows are made out on a regular 
form, giving the time, description, informa- 
tion about the pricing, styling, seasonability, 
and the like. The window is then selected 
and a displayman is sent to study the mer- 
chandise with the buyer. The display is 
planned and then installed. 

Fourteen are employed in our display de- 
partment, handling twenty-eight large and 
thirty-one small windows. All displays are 
kept light and simple, with special attention 
toward dramatic presentations. About the 
only form of “theatrical” lighting employed 
is the use of spotlights on ready-to-wear 
figures. Display cases are treated as small 
windows, with an idea behind each trim. In- 
terior display is taken care of by a display- 
man and helper. Regardless of the type 
merchandise shown in any Block display, 
a cardinal rule is that of cleanliness and 
neatness. 

In the windows, each floor is represented 
at all times by displays. Any department 
using window space is charged the sum of 
$2 per front foot daily, this being credited 
to the display department to apply against 
our expenses. Such a price is small com- 
pared to newspaper advertising of compar- 
able value, and as a result we are sometimes 
able to help with display publicity some 


department whose advertising budget has a ] +) Bn * . [oes 
been exceeded to the extent that it is unable " oe 


to use newspaper space. s “, ; aa all _— 
One of the important factors in keeping a 
our actual installation cost low per display 
is due to the nature of our permanent back- 
grounds. These, as will be noticed by an 
inspection of the photographs, are ideally 
adapted to the display of many different 
[Continued on page 31] 
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By L. A. McMULLEN 
Eastern Outfitting Company, Portland, Ore. 
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Using Display Io Overcome 
A Location Handicap 


Window displays play an even more im- 
portant merchandis:ng role with our store 
than is usually the case with other firms. 
The reason for this is that we are located 
away from the business district. Our dis- 
plays must be of such a nature that people 
will shop them, even if it means going out 
of their way to do so and consequently noth- 
ing may be left undone that would add to 
the:r pulling power. 

That we are right in attributing this im- 
portance to our windows is borne out by 
observations carried on over a period of 
years. We attempt always to ascertain just 
what it is that brings a customer into the 
store—newspaper advertising, window dis- 
plays, or personal shopping habits. It is 
significant that our windows have a higher 
rating than the other two factors for sales 
made. 

In our twelve windows we feature light and 
dramatic trims, occasionally using color for 
background lighting but nothing but white 
for any spotlights. The usual conferences 
with buyers and promotion heads are held 
at regular intervals, and displays are 
planned far enough ahead to permit the 
proper coordinat'on of colors and merchan- 
dise. Departments that are doing the most 
business are given preference in allotting 
displays, and no charge is made to them for 
window space. 

For large scale promotions, such as Port- 
land’s annual fall opening, it is especially 
necessary that our windows sell. The three 
fashion displays at the left are illustrative 
of the type presentations we make on such 
occasions, those pictured being windows used 
during the 1937 autumn event. 

The first, an arcade display, featured a 
black evening gown of Spanish trend within 
a setting whose color scheme ranged from 
a light rose to a reddish-mahogany. Prism 
glass bricks, rising from the upper tier of 
the plateau, were illuminated from within by 
lights of a red-brown cast. 

The same treatment in colors and illumi- 
nated glass bricks was carried out in the 
other displays shown. The second on this 
page displayed a white evening wrap 0! 
crushed Erminette over a white baghara 
evening gown. 

Evening formals in lemon brocaded dam- 
ask and apricot metallic were presented 1 
the corner window, in which the central 
portion of the background was devoted to 4 
modernistic painting by Ben Larsen. 


—Three fall opening displays used by L. A. 
McMullen are shown at the left. Following 
the same color scheme ranging from light 
rose to a reddish-mahogany, each display 
made good use of prism glass bricks which 
were illuminated from within by lights of 
reddish-brown— 
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Atmosphere Displays 


1} 





Are “Best Sellers’ 


During the last two years we have proved 
that atmosphere displays of men’s wear bring 
the best results. We are an old established 
firm—in business since 1785—and have to 
think of prestige in all our display shows. 
Up to the time of my taking over display here 
it was an old-fashioned store with mer- 
chandise simply displayed on fittings. It 
was a bold experiment on the directors’ part 
to go modern, but it has brought results and 
attracted the smart young set. 

I believe we were the first men’s wear 
house in England to use fabric backgrounds. 
These I find throw the apparel into relief 
and also lend themselves to motif applica- 
tions. We am at clean-cut displays with 
direct atmosphere; the man in the street has 
no time to ponder over a mass of goods and 
meaningless trimmings. 

All our windows are planned six: weeks 
ahead. Of course things have often to be 
altered for weather conditions and the like, 
but this only means holding one display back 
and bringing another forward. With this 
type of planning it gives one time to collect 
accessories for atmosphere, ready to install 
at the right moment. I have only one assist- 
ant, and make most of my own settings, and 
change six windows and three station dis- 
plays a week. 

We find that to push one department every 
other week is a good policy, as in the case 
of hat week, hosiery week, sportswear week, 
etc. We dress our windows to a special 
plan, circularize our clients, use newspaper 
advertising, have station cases tied up with 
the scheme, and also write our clients to see 


By ARTHUR SADLER 
F. & A. Fownes, Liverpool, England 


the special displays. These special weeks 
with their mass attack make people talk, 
and even if not purchasing at the moment 
they remember a large scale display and 
come along to us when buying that type of 
merchandise. Again, it gives the impress‘on 
that the store has a large selection in the 
stressed department. 

We also find topical displays pay, such as 
a new book if it has a title to tie-up with 
display—l‘ke J. B. Priestly’s “Good Com- 
panions.” We displayed Dunlop coats and 
Christy hats as “the good companions.” Also 
“They Walk in the City’ “wearing Bur- 
berry coats.” Also play titles lend them- 
selves to display application. For Noel 
Coward’s “Tonight at Eight” we used a 
window featuring formal wear. The new 
Ivor Novello show, “Glamorous Night,” I am 
to use for a dress show “For glamorous 
nights.” Also during the opera company’s 
visit we always make special shows. Being 
a high-class store we must put over prestige 
and also appeal to the sporting set, so hunt- 
ing, shooting, polo, and yachting must be 
given a lot of prominence in our windows. 

All these lend themselves to the atmos- 
phere type of display and make people sport 
conscious. Also they appeal to the younger 
set. We tie-in with smart functions like 
Ascot and The Grand National, Wimbledon, 
flower shows, and the like. 


—lllustrated are two displays typical of 
the type installed by Arthur Sadler for 
F. & A. Fownes, Liverpool, England— 





Most English men’s wear firms have one 
style of display for all branches—just mer- 


chandise. A few are starting to introduce 
small cutouts, screens, etc. Lots of the dis- 
play material I use comes from America. 
Ladies’ wear is displayed well in this coun- 
try, displays in the large stores being of a 
very high standard these last two years. We 
find “after closing” lighting pays, as people 
leaving cinemas and other places of amuse- 
ment find attraction in window shopping. 
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Dignity: The Key=-Note 
Of Carson’s Display 


By J. W. CAMPBELL 
Carson Pirie Scott & Co., Chicago 





Webster defines dignity as “state, charac- 
ter, or quality of being worthy or honorable; 
worth, excellence.” Ever since the forma- 
tion of Carson’s, one of the cardinal rules of 
the firm has been to conduct merchandising 
on a dignified plane. As a result of that 
undeviating policy, customers who long ago 
formed the habit of patronizing our firm 
have come to accept without question the 
“worth, or excellence” of the articles they 
purchase at Carson’s. 

This background of customer-relationship 





has been carefully preserved as a most valu- 
able asset. Members of the store personnel 
endeavor in many ways to enhance the tra- 
d‘tion, and nothing is left undone that might 
add to the reputation of the store. 
Naturally there are several sources of 
“immediate” contacts between customers and 
the store. By “immediate” is meant the 
over-the-counter negotiations between sales 
person and shoppers, the encounter between 
a customer and a store representative in the 
form of a member of the delivery force, or 











similar occasions. Such individuals have an 
opportunity to sell the store directly, 

But the advertising and display depart- 
ments, indirectly meeting thousands of cys- 
tomers and potential customers where the 
sales person meets one, must put across the 
story of the worth and excellence of Carson’s 











merchandise in a different, more subtle way. 

The display department has an advantage 
in this respect, since the merchandise can 
be shown in such a way that its value and 


importance are deftly stressed. But it is 
essential that the display be in complete 
keep'ng with dignity; that it is not display 
for display’s sake, but for the presentation 
of fine apparel. 

A recent series of fashion displays can be 
selected to serve as an example of what is 
meant, 

Six windows were used, each containing 
only one figure, as shown in the lower illus- 
tration on page 12. These mannequins were 
a new development, being made of pap-ef 
mache, covered with small, individual bits 
of display paper. The figures were respec- 
tively black, coral, silver, snow, primrose, 
and pearl. Incidentally, they have an ad- 


—Designed by J. W. Campbell, these displays 
are typical of the dignified presentation of 
merchandise in the windows of Carson Pirie 
Scott & Co. The figures in the two lower 
illustrations were made of papier mache and 
covered with tiny bits of display paper. 
Background drapes were of a light gray 
velvet. The gowns were silver and gold 
lame, respectively— 
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—Merchandise is stressed, rather than the 
display, in the windows of Carson's. For 
the series shown here, Campbell used black 
velvet for the center background. In the 
last photograph, the center column was 
made of corrugated material, cut-away and 
lighted from within to show the merchandise 
on the shelves— 


yantage in that they may be repapered if 
necessary. 

Each display had a background composed 
of a very light gray velvet. In one window, 
as seen in the small illustration, the figure 
wore a silver lame gown, with a black velvet 
and ermine wrap. Daylight blue lighting 
was used for this display. Show card copy, 
in script, read: “The sculptured silhouette— 
alluring in silver lame and black velvet.” 

The larger illustration of the same series 
shows in more detail the simple, dignified 
setting of the display. 

A more diversified group of windows is 
covered by the other photographs. The first, 
at the top of page 12, took its theme from 
the w.ndow card, which was headed: “All 





Paris showed black, aglitter with sequins.” 
A light background was used, with an off-set 
center section covered with dark velvet 
drapes. A small rectangular platform bore 
a millinery head and a group of accessories, 
these being repeated on the curved displayer 
at the platform’s base. A group of tubes 
and a cluster of autumn fruit were the only 
attempts at ornamentation. 

Using a similar arrangement for back- 
ground, suede gloves and handbags were 
shown in another window. Here, again, dec- 
oration was subdued in favor of the mer- 
chandise, only the graceful antelope silhou- 
etted against the black velvet of the center 
panel being used. 

Silver and sequins were shown in the dis- 
Play next illustrated. Black carpeting cov- 
ered the floor. Two drapes of wine-colored 
fabric descended from the center background 
and swept out to each side. Between them 
hung a sequin-covered fabric. A single low 
Platform held a spiraled column resembling 
black glass, on top of which was a millinery 
head. Two arches to match the light back- 
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ground rested on the floor and bore purses 
and gloves. 

Wine-colored velvet covered the center 
section of the background in the window pre- 
senting millinery and accessories. The low 
platform in the center held a cutaway cor- 
rugated column which was lighted from 
within to illumine the accessories it con- 
tained. Thin tubes crossed the background 
and bore a spray of grape vines and fruit. 

Each of these displays had wing panels at 
each side, which concealed supplementary 
lighting aimed toward the center background 
from the sides. At night the following color 
combinations were used for the six windows: 
amber and white; daylight blue and white; 
magenta and white; dark blue and white; 
green and white; yellow and white. 

Since the days of J. E. Tannehill, who for 
many years guided the destinies of Carson 
display, this firm’s policy has been to show 
merchandise effectively without subordina- 
tion to decoration or dramatization. We be- 
lieve that a continuation of that policy will 
be to the best interests of all concerned— 
the public, display in general, and Carson’s. 


<e 
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sented with telling effect. This method also : bi 

reveals to us a wealth of future display et parte 
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—The lower illustration shows how Royal 

Jewelers, Inc., divide their window frontage 

by means of panels. The other photographs 

are of typical displays designed and painted 

by LaRoy A. Tate for gifts and watches, 
respectively— 


the feminine eye to catch, as over 82 per 
cent of jewelry buying is done by women. 
Here color plays an important part, as it is 
the soft appealing color combinations to 
which they are most susceptible. Intense 
color and strong contrasts are not only 
hard on the eyes but have a great tendency 
to cheapen the merchandise. So in selecting 
your color scheme choose one that will 
register with the feminine buyer. 

Human appeal now plays its part. You 
have caught their eye, now can you make 
them stop? Unless you have something so 
human, so direct and so appealing, that will 
in an instant create a desire to hesitate and 
inspect the windows more closely, then your 
display lacks that appeal that creates human 
desires and emotions. For instance, during 
the soldier bonus pay-off, we ran a “bonus 
sale.” The occasion was dramatized by 
painting a “vet” in a happy mood waving a 
bonus bond amid a background of exploding 
shells. The attention there was not so much 
on the vet nor the background, but rather 
the bond which he held. No one at that 
time knew how one looked, and curious 
crowds were anxious to know just how 
Royal Jewelers acquired one of those long 
awaited bonds. Naturally this created in- 
terest in our windows and of course in the 
sale. 

Jewelry, to my mind, with its many his- 
torical characteristics, its many tales of ro- 
mance and the reference to it in tales of the 
mythical gods, is adapted to a dramatization 
with less exertion than any other merchan- 
dis. With the proper coordination of the 
four principles mentioned above, no window 
will fail to stimulate sales through the sense 
of sight. 

While the retail jeweler exercises much 
skill in the promotional activities of selling, 
it is undoubtedly true that far too little 
attention is paid to the effective display of 
jewelry. No longer is it good business 
merely to put merchandise in the window; 
today the keen competitive spirit makes it 
necessary to put the articles there in such 
a pleasing and tempting manner that they 
will be readily «admired and promptly de- 
sired. Royal Jewelers discovered many 
years ago the relationship between the win- 
dows and the back office. The conclusion 
was reached that the windows reach the 
purse strings first. So today we stand as 
one of the pioneers among the retail jewel- 
ers of America in dramatizing our window 
displays, and notice a swing to a more lib- 
eral and better feeling between jeweler and 
customer. 

It has been said that “art and business are 
getting closer together, and are beginning 
to understand each other.” We wonder if 
this should be interpreted to mean that busi- 
ness is learning to appreciate the benefic’al 
methods that art introduces in presenting 
merchandise to a critical public. It is an 
established fact that the heart does not desire 
what the eye does not admire. That is our 
secret of selling jewelry with art. 
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Three Holiday Displays 
Of Men’s Wear 


Clothing Company, Los Angeles, Calif, jp 
which gift items were presented in most 
attractive form. The type background em- 
ployed has universal appeal, while the back- 
ground decorations convey the impression 
of modernity and style. 

A second type display, in a companion 
setting to the one discussed immediately 
above, shows Adler Rochester topcoats and 
suits. (This window, incidentally, was ad- 
judged winner of first prize in the clothing 
manufacturer’s national display contest 
which ran from September 15 to December 
15, 1936.) This form of display has for its 
objective the sale of apparel directly to men 
to fill the need for a definite article. 

The third example of men’s wear display 
required at the holiday season is illustrated 
by the -final photograph in which the male 
shopper is reminded that formal wear is re- 
quired for many of the social affairs so 
prevalent around the turn of the year. This 
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Men’s wear displays for installation around 
the holiday season must be designed with 
three. purposes in mind, or, rather, three 
types of display must be given consideration 
in planning window presentations at this 
season of the year 

One is the display which concentrates on 
the selling of gift merchandise—everything 
from collar clasps to lounging robes. While 
such windows must appeal to the masculine 
mind and purse, it must be remembered that 
women become ardent purchasers of men’s 
wear items during the -weeks immediately 
before Christmas. Gift displays, therefore, 
should be designed to catch the feminine 
eye—not with a feminine slant, necessarily, 
but well calculated to present the gift mer- 
chandise in a setting which will be eminently 
satisfactory to the fair shopper. 

An excellent example of this combination 
display is seen in the first illustration of a 
window used last year by Jack Dean, Brooks 
















































display was done by M. W. Remo, T. E. 
Ahern Company, Fond du Lac, Wis. Two 
spotlights were placed high at each end of 
the window, directed at the center unit so 
that they highlighted the dinner clothes at 
each side. The fine effect of the actual dis- 
play is somewhat lost in the picture, since 
it was necessary to use all the window lights 
in order to make the photograph. 





—Three distinct types of holiday display are 
illustrated by the photographs. First, the 
gift window which is designed to appeal 
both to men and women. Second, the mer- 
chandise window “for men only." Third, 
the reminder that formal wear is a neces- 
sity for the social functions which are so =dght 
profuse around the end of the year. The 





first two displays were by Jack Dean, ville, | 
Brooks Clothing Company, Los Angeles. The was de 
third window was designed by M. W. Pa, 
Remo, T. E. Ahern Company, Fond du Loc, Chicae 





Wisconsin— 
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By MARC A. BIELER : 
Bonwit Teller & Co., Philadelphia e 
m 
The display field, always on the lookoyt not us 
for ideas, seems to have turned back a few the tl 
years for the latest trend in merchandise groun 
presentation and retrieved something of the green, 
rococo flavor which characterized the dis- and p 
plays of the past. “Comy 
Perhaps this is due to the fact that display cardbc 
naturally follows style in its effort to inter- ural v 
pret merchandise, and some styles this sea- At t 
son definitely smack of a by-gone genera- windo 
tion’s atmosphere. Perhaps it is influenced frame 
by the grotesquerie of some of the couture the ro 
displays at the Paris Exposition. But what- high f 
ever the reasons, the rococo display in modi- as the 
fied form to blend with, rather than depart ina 
from, modern display methods is being used Frencl 
in numerous stores with good results. When the pe 
not overdone, the rococo offers a pleasing floor. 
variety in the windows. dogwo 
The group of photographs (with the ex- drape 
ception of one) on this page and the follow- shadec 
ing one will serve as examples. In the first, blosso 
rccoco was present with a vengeance. Dag- shade 
uerreotype hats were featured. Old-fash- dow fl 
ioned wall paper in beige and white formed The b 
the major part of the background. In this shades 
was cut a large central shadow-box, flanked Typ’ 
by smaller ones, made to follow the lines of each s 
the gilt plaster frames. The shadow-box on thi 
inter.ors were painted rose. The antique with | 
sofa and table were in gilt to tie-in with the spaced 
frames of the shadow-boxes. On the table bride 
at the right were placed a music box and a recess, 
number of small daguerreotypes, while at and “ 
the left of the setting an authentic camera the ba: 
of the period was focused on the seated grounc 
mannequins. All the hats were of the drape. 
sailor type and were purposely placed stiffly Plas 
on the heads. Cut-out lettering, copying one chair 
of the popular type-face designs of the Dag- J& display 
uerreotype era, was appliqued in a straight note, h 
line across the upper background. ful wi 
In the second photograph the rococo touch by tho 
was confined to the scroll at each side and display 
to the chair in the central background. This grounc 
display was one of a series of “skin-tight theme. 
silhouettes. The background was painted Anot 
the hue of peach-pink, with the shadows exposi 
being emphasized by painting them on the trated 
background in a darker shade of pink. The was 0 
spot lights, following our general rule, used “coffee 
nothing but white light. manne 
The only display of this group which did off the 
beige | 
—Old-fashioned wall paper in beige and lines I 
white, a daguerreotype camera, and an quins 
antique sofa and table formed the atmos- also fe 
phere for the display of Daguerreotype hats. and al 
. « « The window of "'skin-tight'’ silhouettes umn a 
had a background in peach-pink, the shad- beige 
' : : ows of the figures being accented by paint- the 6. 
‘aa? 4 2. ing them in a darker shade of the same hve. 8 
CSN Aa! Seesets su: . . + "Compulsory for Campus" was the on the 
title of the third display. The background backgr 









was in q bright chartreuse green— 
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—The heavy frame of the background pic- 
ture in the display at the top of this page 
hints at the modified rococo trend. . . . For 
the next window, a sketchy outline of a 
Gothic arch and "stained glass” in pastel 
tints formed the background. ... Gold lame 
gowns were displayed in a setting of plaster 
urns and scrolls and an antique chair, the 
rococo being stressed through contrast with 
the graceful wire mannequins. . . . Old 
mannequins formed the basis of the final 
display, the noses and chins being chipped 
off and the heads covered with roughly 
modeled plaster, a la Paris Exposition— 


not use the rococo in any form is shown by 
the third picture on page 18. The back- 
ground was done in a bright chartreuse 
green, the post at each side being finished 
and painted to resemble stone. The words 
“Compulsory for Campus” appearing on a 
cardboard stock were made to resemble nat- 
ural wood graining. 

At the top of page 19 is shown a lingerie 
window display in which the heavy,ornate 
frame for the background picture hints at 
the rococo. A panel 5 feet wide by 10 feet 
high formed the central motif. This, as well 
as the rest of the display setting, was done 
ina pale French gray. A suggestion of a 
French window was at the upper portion of 
the panel, tapering down to a point at the 
floor. In back of this was a spray of pink 
dogwood blossoms. A cutout of a tied-back 
drape was at the top. This was painted and 
shaded in tones of gray and white, while the 
blossoms and lattice were in pink, the same 
shade as the lingerie displayed on the win- 
dow floor. The picture frame was in white. 
The background sketch was done in pastel 
shades. 

Typically rococo is the plaster motif at 
each side of the arch in the second display 
on this page. This window was a tie-up 
with Vogue. The panels, 5 feet wide, were 
spaced 5 feet apart to form a recess. The 
bride was placed on a plateau within this 
recess. A sketchy outline of a Gothic arch 
and “stained glass” done in pastels formed 
the background. At the very top of the back- 
ground white maline formed a light and airy 
drape. 

Plaster urns and scrolls and an antique 
chair gave the old-time touch to the third 
display of gold lame gowns. A modern 
note, however, was contributed by the grace- 
ful wire mannequins. These forms, inspired 
by those shown at the Par’s Exposition, were 
displayed against a -pink-beige plaster back- 
ground, further to carry out the exposition 
theme. 

Another display in which still more of the 
exposition influence was injected is illus- 
trated by the final photograph. This window 
Was one of a series in which we featured 
“coffee bean brown.” From a number of old 
mannequins we removed the wigs, chipped 
off the noses and chins and applied pink- 
beige plaster. This was sculptored in rough 
lines resembling those used for the manne- 
quins at the Paris Exposition. The plaster 
also formed the coiffure. The background 
and all properties, including a broken col- 
umn at the left, were ‘n a soft strawberry- 
beige. Spot lights threw a pale pink light on 
the figures, while a green spotlight centered 
on the unit of accessories in the central 
background. 
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its Correct Level 


By FRED A. GROSS 


Pro-phy-lac-tic Brush Company, Florence, Mass. 








Display is seeking its common level—and 
that level is good display. In any form of 
advertising there are good and bad exam- 
ples; the type which has the preponderance 
gradually submerges the other. In the case 
of selling merchandise by display, whether 
from the retailer or national advertiser 
standpoint, the amount of good display so 
far outbalances the bad that there is a 
strong, definite trend toward the elimination 
of the latter form. 

In my travels throughout the country it 
has. been my observation that windows every- 
where are being given more attention, more 
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time and thought, during the past year or 
two than they have received in the previous 
five years. 

It seems that the frenzied attempts on the 
part of retailers to jam everything they sell 
into a display at one time are nearing their 
well-deserved end. Even in the smaller 
stores the deplorable so-called “shelf” dis- 
plays that were nothing short of glorified 
stock rooms, are slowly but surely on the 
way out. These were born of the depression 
and we have been a long t'me in losing them. 

The fine art of merchandising display 
showmanship that was beginning to manifest 
itself during 1927 and 1928—and which was 
subsequently lost during 1930—is in many 
respects returning in a more attractive form. 

Displaymen, in their attempt to uncover 
what people wanted to buy, were pressed for 
ingenuity and delved into the bag of tricks 
called “modern art.” Some very attractive 
effects resulted, but it also opened up the 
flood gates for a torrent of “goofy mechan- 
ics that were neither sound nor practical.” 
T am speaking now of the period when every 
kind of display feature or window back- 
ground was decorated with an odd shape or 


design and trimmed with “strips of shiny _ 


tin,” showing the “nail holes.” Practical 
displaymen will know what I mean. 

Even some of our larger department stores 
had “depression windows” that resembled the 
sidewalk bazaars in Bagdad. As a matter 
of fact, I have seen some sidewalk bazaars 
in Bagdad that had-more order and intelli- 
gent arrangement of merchandise for display 
purposes than many of our own merchants 
were able to conceive. 
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When they found out that people were not 
buying during the depression—not because 
the window displays did not appeal to them 
—because they were really hard pressed for 
cash, the scene slowly changed. Merchan- 
dise managers were less insistent on show- 
ing everything at one time and displaymen 
were quick to sense a change of policy and 
begin once more to give serious thought to 
well-arranged grouping of merchandise, with 
modified modernism for an auxiliary. 

This brings me to the opening paragraph 
of my story. I am sure that we are ap- 
proaching a period where the power of win- 
dow displays will be recognized as a greater 
and more potent factor in selling merchan- 
dise than ever before, taking its rightful 
place along with newspapers, magazines, 
radio, or other media. 

This is borne out by the findings of the 
recently concluded survey of display, as con- 
ducted for the American Association of Ad- 
vertising Agencies and the Association 0! 
National Advert’sers. The figures compiled 
so carefully in that survey prove very con- 
clusively that display can reach more people 
—make more buying-impressions—per dollar 
investment than any other medium. 


—Displays of highly varied appeal are made 
available to Pro-phy-lac-tic brush retailers, 
as shown by the photographs with this arti- 
cle. They range in theme from a fashion 
tie-up, as illustrated by the first display 
above, through beauty appeal, caricatures, 
and humorous displays. All background 
scenes were reproduced from original oils, 
testifying to the desire of Pro-phy-lac-tic to 
have the best display material possible— 
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This increased attention on the value of 
display puts on the shoulders of those of 
us interested in display the onus of producing 
good window and counter presentations. We 
must aid display in its struggle for proper 
recognition of its selling ability—and this 
recognition will come sooner if we resolve 
to accept no compromise with inferior dis- 
play. 

With a national advertiser, such as Pro- 
phy-lac-tic, complete displays will vary, of 
course, due to conditions under which they 
are installed at the retailers’ stores. But a 


strong move in the right direction of con- 








sistently good display is achieved when we 
take pains at least to produce the most at- 
tractive displays possible and to have a 
variety available for dealer installations. 

Examples of Pro-phy-lac-tic displays are 
shown with this article. The first—‘‘as seen 
in Vogue’—is known as a “regular store 
window,” and its use in a display for Skill- 
ern & Son, Dallas, Texas, is illustrated. The 
fashion tie-up is obvious. (The other in- 
stallations were also photographed at Skill- 
ern’s.) 

Next is a display consisting of: five back- 
ground panels featuring reproductions of 
original paintings of women using our firm’s 
beauty brushes. The panels curve back 
slightly in the center, thus giving more 
prominence to the cut-out message “Stay 
young and beautiful.” 

That same sales theme was featured for 
the large display on page 20, which is known 
as “regular store window No. 2.” 

Pro-phy-lac-tic tooth brushes are singled 
out for special attention in the rather exotic 
display in which a cut-out girl in Spanish 


—Pro-phy-lac-tic believes in supplying its 
dealers with displays adaptable for either 
large or small space, as may be seen in 
this group of photographs of windows of 
Skillern & Son, Dallas, Texas. Plenty of 
merchandise is shown with each trim, but, 
contrary to some examples of drug store 
display, the merchandise arrangement is 
such that the sales theme of the display 
is not dimmed— 


DISPLAY WORLD 


DRUGS SKILL 


i 7 a 


o rom Teer je j 


costume appears against the background. 
The trade name of our product in semi-cut- 
out letters extends slightly above the top of 
the curve in the lower foreground. Various 
types of brushes offer a wide selection to 
the passerby. 

A different type of appeal is presented in 
the next display, in which the central figures 
are more or less on the order of caricatures 
in order to give a humorous touch to the 
familiar “scare” copy. Still another form of 
Pro-phy-lac-tic display is given in the last 
photograph. Here the appeal to the parents 
is made gently humorous. The background 
of the child and dog is from an original oil. 


The above descriptions show, in_ brief, 
something of what we are trying to do at 
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Pro-phy-lac-tic to forward the cause of bet- 
ter display. In conclusion, may I repeat an 
old statement printed many times in DIS- 
PLAY WORLD under my name in the past 
fifteen years: At no time is merchandise any 
closer to the prospective buyer’s pocketbook 
than when it looks out at him or her through 
the display window. 





Doran, Mayer Visit 
Cincinnati Group 

John Doran, Garrison-Wagner Company, 
St. Louis, Mo., and Max Mayer, Standard 
Fixture, Inc., Dallas, Texas, were guests at 
the regular weekly luncheon of the Greater 
Cincinnati Display Club, Tuesday, October 
26. 
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Take Your Pen In Hand 


Designing display cards for the various 
kinds of merchandise shown in store win- 
dows furnishes the card writer with a world 
of opportunities for creating attractive, orig- 
inal designs. 

To be sure, every card should assist in the 
sale of goods and the card that does not do 
ths successfully is of little or no value. 
There is every good reason for believing that 
the successful window card, aside from get- 
ting its share of attention by some interest- 
ing design or line of beauty, must also be 
practical as well. Beauty of design is not 
enough. The message conveyed to the pas- 
serby is in words, and consequently atten- 
tion value can be secured in a word, or mes- 
sage, by changing the angle or form of a 
letter, or increasing the size of letters. 

Not always can the message be conveyed 
satisfactorily with the employment of brushes 
alone. Many attractive cards are lettered 
with pens and are found to be an accom- 
plishment in themselves. Lettering is a 
specialized branch of art and sometimes 
much practice is required for the fullest 
measure of success. The ability to letter 


well with a pen will come only with careful 


By ANTHONY BRINKER 


L. Gruber & Sons Company, Marietta, Ohio 


observation, practice, and more _ practice. 
There are several good lettering pens on 
the market and no one should have trouble 
finding the one best adaptable to his style. 
The most over-worked pen in my collection 
—do:ng double duty—is a full round tip style. 
Because of this generous size tip I find it 
adaptable to a heavier, uniform script letter, 
preferably used for the caption of a card. 
Of course in lettering large display cards a 
brush is necessary. Care should be exer- 
cised not to overload a pen when lettering, 
or it will blot as it comes in contact with 
the surface of your board. An example of 
script lettered with a round tip pen can be 
seen on the “Thanksgiving Linens” card in 
the accompanying photograph. This letter 
can be changed, of course, according to 
taste. Script is especially desired where 
special copy thoughts are to be emphasized. 
This style letter is enjoying much popularity 
at the present time, having considerable 
attention value for captions or headings. It 
also has considerable grace and beauty. 
There are pens in several sizes to be had 
for every style letter: Heavy Block, Gothic, 
Italics, etc. I have found it best to get an 
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assortment and become familiar with their 
handling and in this way learn the reaction 
of certain styles and sizes, discovering the 
ones most suitable to your individual treat- 
ment. Seldom do two persons have the same 
characteristics in hand writing, and_ the 
common belief is that no two artists have 
the same similarity in their work. 

The principles of show card writing are 
as fundamental today as when first set forth, 
and the surest way to succeed in this field is 
to keep everlastingly at it, keeping in mind 
the principles of good layout, color, lettering, 
etc. In this way only can success be ob- 
tained. 


Display Club Planned 
For Pocatello 

F. E. Birrell, Fargo-Wilson-Wells Com- 
pany, Pocatello, Idaho, is engaged in the 
formation of a display club for his city. 
Considerable interest is being shown on the 
part of local displaymen, it is said. Birrell 
is active in Pacific Coast Association of Dis- 
play Men affairs, and it is planned to affilli- 
ate the new club with the P. C. A. D. M. 
group. 
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Evansville Club 
Holds Meeting 

At the October meeting of the Tri-State 
Display Association, held in Evansville, Ind., 
members of the organization were shown 
latest trends in lettering and figure drawing 
by Arthur Duvall, local artist, who worked 
in charcoal and pencil. One of the features 
of the meeting was the reading of an ad- 
dress by Erwin A. H‘ffman, president, Inter- 
national Association of Display Men, St. 
Louis, to the Pacific Coast Association of 
Display Men at their convention recently 
held in Yakima, Wash. The reading was 
done by Russell Tomey, Bon Marche, Evans- 
ville. 

Among those present at the meeting were: 
Dick Brennan, Wells & Hoffman; John 
Tarpey. De Jong’s; Jack Daugherty and E. 
Q. Eastwood, Red Spot Paint & Varnish 
Company; Charles MclIlree, Rosenbaum’s of 
Mt. Vernon; Ortgies Harms, Southern Indi- 
ana Gas & Electric Company; John Barton 
and Reiss Cannon, Schears; Bob Campbeli 
and Ralph Topper, Evansville Dry Goods 
Company, and Fred Regener, The Hub. 





New Erection Method 
For Display Booths 


An interesting feature of ths year’s auto- 
mobile show is the “extruded shape” or in- 
terlocking method of erecting the booths and 
decorations which is being used for the first 
time in the current show. Two and one-half 
tons of aluminum were required ‘n the con- 
struction of these extruded shapes. Ease 
of erection, rigidity of partition, and facility 
in dissembling parts, all of which can be 
used again, have solved many of the prob- 
lems formerly confronted in the building oi 
display booths. 

This new development in decorative and 
display construction is the work of Russell 
Hohl, Revere Copper and Brass Incorpo- 
rated, who designed the shapes exclusively 
for Ivel Corporation, New York City, dec- 
orators for the exh:bition. 





Anzac Display Club 
Ils Active 


Plans are beng made by the New South 
Wales Display Men’s Association, with head- 
quarters at Sydney, N. S. W., for affiliation 
with display organizations in other countries, 
including the International Association of 
Display Men in the United States. The 
Sydney club is very active, and will par- 
ticipate in preparations for Australia’s cele- 
bration of the country’s 150th ann versary, 
to be observed in 1938, beginning January 
26. More than 200 displaymen attended the 
club’s recent smoker. 





Standard Fixture 
To Hold Exhibit 


Max Mayer, representative of Standard 
Fixture, Inc., Dallas, Texas, will be in 
charge of an exhibit of the firm’s products, 
to be held January 10-24 at the Hotel Penn- 
sylvania, New York City. Three new lines 
of modern figures will be introduced to the 
field at that time, it is said. 
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FOR FASTER, BETTER TACKING 


HE reason Kling-Tite and Hansco Tackers and 

Tackpoints give better results is because they are 
made in the same plant under unified control. This 
combination assures the user a smoother-working 
unit and faster operation. 


Kling-Tite and Hansco Tackers are made for driving Tack- 
points up to 1-2-inch length. They’re widely used for all 
kinds of tacking — cutting costs and speeding up work. 


Ask for Folder. 


If you’re not a user, 








—A.L.HANSEN MFG. CO, 


send for descriptive V4 
folder of Kling-Tite [Kling~Tite } 5041 RAVENSWOOD AVENUE 
and Hansco Tackers. “a, CHICAGO, ILL. 
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Fioor Coverings Displays 
That Move Merchandise 








The rising surge of fashion in American- 
loomed wool pile rugs and carpets is unmis- 
takable. Homemakers are reading of it in 
magazines and newspapers, hearing of it on 
the radic and at club meetings, and are 
meeting it face to face in their local floor 
covering sections. 

Nation-wide reports indicate that retailers 
are alive to the interesting promotional pos- 
sibilities in the smart new fall rugs and 
carpets. Big stores and little stores, furni- 
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ture and department stores are all dramatiz- 
ing this fashion quality on the sales floor in 
one way or another. 

The activities range from the simplest ef- 
forts to top rug piles with newest rugs in- 
stead of burying them, to elaborate ensem- 
bles and series of ensembles, window dis- 
plays, and special events, attracting hundreds 
of women to the department. 

Peak of this activity centered in the Fall 
Style Exposition, annual three week promo- 
tional event sponsored by the Institute of 
Carpet Manufacturers in a cooperative effort 
with retailers to center consumer interest on 
regularly pr.ced style-right merchandise. 

The most significant trend in this in- 
creased featuring of style by retailers is that 
the majority of these efforts are lasting in 
character. Permanent improvements are the 
order of the day, with the rug department 
getting a goodly share of the store modern- 
ization budget. 

Many progressive retailers either have re- 
modelled, or are deep in blue-prints and 
plans to remodel their floor covering sec- 
tions, wholly or in part—all to the ultimate 
end of better displays, better lighting, and 
heightened eye appeal. 

B. Altman & Co., New York City, greeted 
the Fall Style Exposition with a span of 
four windows focusing consumer attention 
on the latest wool pile floor coverings. 

Outstanding in this group was the display 
which dramatized the impor.ance of having 
rugs fit the room. A 9-by-12-foot dark blue 
broadloom served as backdrop for the win- 
dow. Superimposed upon it was a white 
cutout, done in bird’s eye fashion, showing 
adjacent rooms of contrasting size and lay- 
out. Narrow floor borders in each room 
outlined the correct size of rug for each. 
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Cardboard cut-out furniture gave interesting 
detail. The ensemble note was added to the 
window by assembling a chair of harmoniz- 
ing color and design on the rug lap which 
carpeted the window floor. 

This store has inaugurated a plan this 
fall of dramatizing one new floor style trend 
each week in department display, newspaper 
advertising, and sales education. The beauty 
and style of chenille floor coverings were 
dramatized one week. Period room settings 
with suitable floor coverings were featured 
another. Companion displays highlighting the 
right and wrong size of rug for a 14-by-18- 
foot room were featured a third week. 

Bare wall space between spans of windows 
has been effectively used at Abraham & 
Straus, Brooklyn, in a series of unusual 
wall panels as shown in the first photograph 
with this article. 

A photograph of a room, enlarged to actual 
size and treated as a giant cutout served as 
a panel reaching ceiling high and 8 feet wide. 
A broadloom backdrop, showing through the 
room cutout at floor level, provided a con- 
vincing picture of plain carpeting in actual 
use. One panel depicted a corner of a living 
room; a second featured a mantel setting 
with bordering furniture. 

This company also highlighted a rug ex- 
hibited at the Paris Exposition. A sloping 
display platform, 5 inches high at one end 
and 5 feet at the other, was built in the 
elevator corridor. A display card pointed 
out important style trends of the new fall 
floor coverings as developed in this specific 
rug. 

Opening of the new broad!oom section at 
Stern Brothers was an outstanding event in 
the New York fall season. (See second 
illustration.) This new daylight section, done 
in modern style, is finished in quiet neutral 
tones which enhance the appeal of colorful 
broadloom. Color and interest is secured by 
the varied dramatizations of new rug colors 
and patterns in small ensemble groups of 
individual character. This department, prac- 
ticing what it preaches, is effectively car- 
peted in wall-to-wall pale green broadloom, 
with broad double border in off-white and 
brown shades. 

In the wide main aisle leading from the 
elevator to the Broadloom Shop appear en- 
semble displays featuring new rugs and com- 
pleting the style story. 

Recent rearrangement of the rug section 
at the Lauer Furniture Company, Rochester, 
N. Y., centered interest on style merchan- 
dise, as shown at the top of page 25. Twenty- 


—Space between banks of windows is being 
effectively used by Abraham & Straus, 
Brooklyn, N. Y., in a new cutout technique 
whereby a room photograph is blown-up to 
nearly life size. The featured ruq is seen 
through the cut-out section. . . . The lower 
photograph is of the attractive new carpet 
shop of Stern Brothers, New York City— 
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—An effort to put eye appeal into the rug 
and carpet section at Lauer's Furniture 
Store, Rochester, N. Y., has resulted in the 
interesting grouping of broadloom rolls 
shown in the first photograph. . . . Next is the 
broadloom section of Ludwig Bauman's 
Brooklyn, N. Y., store, followed by a wall 
display for the firm's New York City store. 
. . « Below is a simple ensemble display in 
which vertical strips of carpet alternate 
with drapery folds— 


seven inch broadloom rolls carefully gradu- 
ated as to color are displayed in tier forma- 
tion. Two tiers, centered by an upright 9- 
foot broadloom roll, compose a single dis- 
play unit. Companion windows, made at- 
tractive by Venetian blinds and potted plants, 
are flanked on each side by double panel 
broadloom units. The latter are set at a 
30-degree angle and are brilliantly lighted to 
heighten color effect. 


The downtown Brooklyn branch of Lud- 
wig Baumann’s inaugurated the Fall Style 
Exposition with an attractive, permanent 
broadloom display on the first floor main 
traffic aisle between entrance door and ele- 
vators. This is shown in the second photo- 
graph on page 25. This is a 40-foot wall 
display with upright rolls of colored broad- 
loom, in more than thirty different shades, 
set at head height. The lower section of 
the display dramatizes rugs sized to fit the 
room. Ensembles flank the far ends of this 
unit, and in the space between ensembles 
regular selling platforms of broadloom 
samples are placed. 

Another Ludwig Baumann display, this 
time from the New York City store, is next 
illustrated. White framework appliqued on 
dark blue broadloom background dramatized 
five popular shades in plain colors, as well 
as three figured patterns. In the side 
shelves a wide range of colors was stacked. 


The final illustration shows a simple, but 
effective, ensemble display in which carpet 
strips alternated with drapery folds. The 
platiorm unifies the grouping and a single 
piece of furniture in harmonizing style 
serves as focal point for the unit. This was 
one of the suggestions for improved displays 
in floor covering sections which attracted 
much favorable comment among retailers at- 
tending the Ensemble Style Exhibit spon- 
sored by the Institute of Carpet Manufac- 
turers of America. 


Wool pile rugs were dramatized in wall 
displays in the Sibley, Lindsay & Curr de- 
partment, Rochester, N. Y., where a smart 
new section was completed last spring. One 
long wall displayed Oriental reproductions 
with a poster discussing “Rugs from the 
Paris Exposition.” “Presenting the new 
wood tones styled in a contemporary spirit 
for use with the new blonde wood finishes,” 
announced another show card explaining a 
wall display in which each of three rugs was 
shown in ensemble with blonde furniture. 

False wall sections, indirectly lighted and 
sufficiently large to frame a 9-by-12-foot rug 
are used in the rug and carpet sections at 
E. W. Edwards & Sons, Inc., Syracuse, 
N. Y. Four such sections are arranged 
along one long wall and as the new rugs 
come into the department they are first dis- 
Played in one of these frames. 
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The Union Situation 
Can Not Be Ignored 

For a good many years displaymen, par- 
ticularly those who are engaged in retail 
display, have been discussing in rather ab- 
stract fashion the question of unionization, 
not as a desirable end, necessarily, but 


rather as some dim spectre seen on the hori-_ 


zon. But always the ideas of unionism as a 
tangible, immediate problem calling for de- 
cisive action one way or another has seemed 
to be a nebulous proposition to be met and 
dealt with in the far distant future. 

That “far distant future” is here. 

With the passage of the Wagner act, guar- 
anteeing workers the right to bargain col- 
lectively, and the formation of the Commit- 
tee for Industrial Organization, interest in 
unionization took an immediate step to the 
fore. The consequent competition between 
the C. I. O. and the American Federation 
of Labor, each trying to swell its ranks by 
drives for unionization—the A. F. of L. 
through “horizontal” unions in which each 
craft is singled out, and the C. I. O. through 
“vertical” unions, or the organizing of a 
complete branch of trade—has resulted in 
unparalleled urfion activity which is drawing 
the displayman into it whether he wishes or 
not. 

On one side is the A. F. of L., insisting 
that he become a member of some “paper 
hangers’, decorators’, and displaymen’s” 
union; on the other is the C. I. O., equally 
insistent that the’ displayman be included 
with the organization of retail clerks, stock- 
room attendants, and the entire range of 
store personnel. And in some retail stores 
a novel situation is created by the A. F. of L. 
claiming jurisdiction over certain workers, 
such as card writers, displaymen, engineers, 
and the like, while the C. I. O. is serving as 
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the bargaining agency for clerks and all 
other store employees not affiliated with ex- 
isting craft unions. 

In a large Eastern city the employees of 
one of the principal department stores have 
set up their own association to negotiate with 
the firm and an agreement has already been 
worked out, just as would have been the 
case were a union representing the workers. 
As the organization is of the vertical type, no 
specific provisions are made for the em- 
ployees of the display department. 

In Tacoma, Wash., ten department stores 
signed an agreement with a sign painters’ 
union and a retail clerks’ union, the terms 
of which include even display managers as 
members of the union. Negotiations are 
under way between retail stores and unions 
in Oakland, Milwaukee, Seattle, Pittsburgh, 
and other important cities. The displaymen, 
whether executives or not, apparently have 
no voice in the matter, but must accept 
things as they come. And this union activity 
among retailers is only the start; the move- 
ment is spreading to other cities as rapidly 
as possible. 

In the display installation field, A. F. of L. 
unions have organized the installers in Chi- 
cago, St. Louis, and a few other cities. In 
New York City the C. I. O. is actively at 
work on a similar project. In Boston the 
A. F. of L. is working for the same purpose. 

In the midst of all this hurly-burly, with 
highly varied provisions made for display- 
men as to salary, hours, and the I:ke, there 
stands out one significant fact. A central 
display organization, such as the Interna- 
tional Association of Display Men, could act 
as the bargaining medium for such members 
of the display field as wish. Through an 
acceptable schedule for wages, hours, etc., 
with provisions for variations in store vol- 
ume and the like, something approaching a 
correlated standard for displaymen could be 
set up and used in such negotiations as 
might become necessary—with complete fair- 
ness to the retailer as well. 

This does not mean that the I. A. D. M. 
should set up as a form of labor union. That 
idea has always been fought vigorously 
whenever the question was introduced. But 
the facts are these: Displaymen are face to 
face with the problem of unionism as never 
before. It appears that members of the 
display department staff can not possibly 
escape unionization in some form. In many 
cities it is forced on them with standards set 
up by persons outside the industry who do 
not know display or its requirements. Even 
display managers, deservedly considered ex- 
ecutives, have been compelled to affiliate 
with unions instead of keeping their right 
to bargain as individuals with the store 
management. The movement is growing 
like a snowball rolling downhill. 

Would it not be betters ‘~ have a central 
organization, whose officers and board of 
directors are composed of men familiar with 
the problems of the display field, to conduct 
the negotiations as they become necessary? 
Whenever an attempt is made to unionize the 
retail stores of a city, such as was recently 
concluded in Tacoma, why could not the dis- 
playmen of the city appoint the I. A. D. M. 
as their negotiator? They have the right to 
do so. 
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A further advantage is this: the I. A. D, 4 
could take stringent precautions to see that 
display managers no longer run the danger 
of being included, willy-nilly, in unioniza. 
tion attempts. 

Then the question arises, would the J, A 
D. M. wish to take such action? As ap 
organization purporting to represent, in par. 
ticular, the displaymen who are members, 
and the display field in general, it woul 
be the association’s duty. Furthermore, it 
would be the direct means of bringing mem- 
bers into the I. A. D. M. by the dozen, for 
displaymen wishing representation would 
naturally be compelled to join the national 
body. It would be the means of establishing 
many new local clubs. By seizing the op- 
portunity to serve as the display field’s rep. 
resentative in this growing tide of industrial 
and retail organization, the I. A. D. M, 
might conce:vably expand into a_tremen- 
dously powerful group. Certainly it is the 
association’s chance for one of the most 
constructive acts in its history. 

It would seem that there is need for 
thought and action either for or against this 
idea by the I. A. D. M. board of directors, 
officers, members, and the display field in 
general. To many it will seem logical; to 
others, the reverse. But there is no escap- 
ing this fact: 

The displayman is confronted with the 
problem of unionization, and in no uncertain 
fashion. It is no time to discuss it vaguely, 
and dismiss it with the idle expression, “It 
can’t happen here!” as has been done in the 
past. It is happening here! Ignoring it 
does not make it any the less true. 

DISPLAY WORLD will welcome reader 
comments. 





Asks Food Stores To Charge 
For Display Space 

Food stores of any type—chain or other- 
wise—should issue rate cards and _ charge 
for display space, according to a statement 
made October 7 by Gordon C. Corbaley, 
American Institute of Food Distribution. 
“They have the organizations with which to 
supply valuable point-of-purchase advertis- 
ing,” he said. “They wish to sell these prod- 
ucts and their overhead organizations need 
income which can not be collected from 
profit margins in retail stores. The oper- 
ating position of the food stores is similar 
to that of local newspapers. They have cer- 
tain space to sell in their advertising, in their 
stores, and in the promotional efforts of their 
retailers. Like a newspaper, they must offer 
these services at prices which manufacturers 
can afford to pay or they will be unable to 
secure a profitable volume of business. 





Academy of Display 
Enlarges 

Due to increased enrollments during the 
fall season, The Academy of Display, 8 East 
Forty-first street, New York City, is enlarg- 
ing its facilities for practical training ™ 
windows and interior display. An entire 
floor in the building at its present location 
has been acquired and equipment is now 
being installed to accommodate additional 
students. Grace Weaver is director of tra:t 
ing. 
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Oscar N. Segall 
Passes 

Oscar N. Segall, a member of the firm of 
Segall & Sons, Philadelphia, Pa., died sud- 
denly Friday morning, October 15, at his 


home. He was 47 years of age. 





Oscar N. Segall 


Joining the well-known firm of display 
equipment manufacturers at its inception in 
1910, he was an active force in its growth 
and became a familiar figure in the :ndustry. 
His loss will be keenly felt. 

He is survived by his mother, a sister, and 
two brothers, Samuel, and Albert E. 





Window Display Survey 
To Be Released Soon 

The publication of the report of the Na- 
tional Window Display Research made under 
the sponsorship of the Advertising Research 
Foundation of the Association of Advert s- 
ing Agencies and the Association of National 
Advertisers, Inc., is definitely scheduled for 
release in November. The publication shows 
that the circulation of window display 
advertising can be evaluated; the volume and 
quality of the circulation in any market can 
be defined; varying degrees of intensity of 
circulation can be obtained, and the cost of 
window display circulation can be deter- 
mined. The research was conducted under 
the direction of Dr. Miller McClintock and 
Albert E. Haase, with John Paver in charge 
of field work, 

While the report is of immediate and prac- 
tical value to all who are interested in the 
we of window displays and all point-of- 
purchase advertising, it appears that the re- 
search on which the report is based holds 
implications of broader import than window 
display advertising alone. It is believed that 
further refinement of the information brought 
to light by this research might result in a 
more accurate evaluation of sales potentials 
ol various types of retail outlets; in more 
accurate budgeting of advertising effort, and 
Mm more efficient routing of salesmen and 
Missionary” men. 

The published report, with its accompany- 
ng maps and charts, consists of ninety-six 
pages, lithographed in three colors, 11 by 
lf inches. A limited number of cop’es are 
to be made available at a price of $10 each. 





Wagner Wins 

Again 

The “Back-to-School” McCall pattern na- 
bc display contest has been won by 


George H. W agner, J. L. Brandeis & Sons, 
Omaha, Neb. 
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The BRISCHOGRAPH is an in- 
dispensable piece of equipment 
for every Displayman. Cardwriter, 
Poster Artist and Designer. It 
pays for itself quickly, and its 
modest price puts it within the 
reach of all. 


The New 3/10 Model 


"20 


COMPLETE 


magazine, sketch, etc., 


Any photo, 
can be clearly 


regardless of size, 
projected to desired size, in per- 
fectly defined detail, in natural 
colors, with reading matter from 
left to right as original. 


Visit your dealer today and ask 
to see the Brischograph. Better 
still, buy it and try it in your 
every-day work ... if you do 
not find it all we claim—a worthy, 
time saving addition to your 
equipment—return it in ten days 
and your money will be refunded. 


Send for our New Circular 
Showing “WHO’S WHO” 





With This Machine 
DISPLAYMEN 


everywhere are making illustrated backgrounds, 
panels and posters easily, quickly and at low 
cost because the BRISCHOGRAPH makes you 
an artist—instantly. 





The BRISCHOGRAPH 
tion clearly shows (Guaranteed to be 
photograph). Simply place the Brischograph over the copy to be 
enlarged and focus to produce desired enlargement. Then follow 
the projection with pencil, pen cr brush. You will be surprised 
how easily and quickly you can make attention-compelling back- 


THE BRISCHOGRAPH COMPANY 
COLUMBUS, OHIO 


is simple to operate, as the above illustra- 
reproduced from unretouched 


Established 1926 
26 w. WEINSHEIMER ROAD 
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On the evening of September 16, Mr. and 
Mrs. South Bend did not stay at home to 
listen to the radio and read the evening 
paper, because- on previous evenings the 
radio and newspaper had told both of them 
that they were to be entertained by a host 
of local displaymen, each in his own little 
theatre behind the glass of his merchant's 
store front on the downtown streets of South 
Bend. 

These “theatres”, two hundred of them, 
were unique because they had no seats or 
auditoriums and each stage had a large 
piece of plate glass across its front. The 
audience stood up to see what was going on 
behind the glass inside the display window, 
and liked it. In fact, they liked it so much 
that the four large theatres in this city did 
not do any great amount of business until 
after the show stopped at 9 o’clock. 

Hundreds of people filled the streets, 
watching a show ranging from the most lux- 
urious display of mink coats to the cleverly 
dramatized window, in a local nut shop, of 
thousands of bees making honey in glass- 
enclosed beehives. Living mannequins ap- 
peared to be stepping out of the latest 
Studebaker car, but upon closer examination 
the surprised South Bender discovered the 
car to be only an enlarged photographic 
blow-up. A _ specialty shop had a living 
model posing for a movie camera along 
with a group of the latest mannequin crea- 
tions. A sporting goods store won first 
prize in its division by its realistic setting 
of an old hunter cleaning his gun in his 
cabin made of real pine logs cemented to 
the last crack. As a whole, the men’s cloth- 
ing windows were among the best in the 
entire country. Local furniture stores cre- 
ated settings of homey comfort that aroused 
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South Bend Attends 


By FRANK G. BINGHAM 
Robertson Brothers, South Bend 


a desire to purchase the pieces on display. 

Displaymen were competing for $325 in 
prizes offered for the most attractive and 
effective windows in five classes of competi- 
tion. First prize in the department store 
classification and the grand prize of $100 
was awarded to Robertson’s. Second prize 
in this class went to Ellsworth’s, and 
George Wyman Company won third prize. 
The prize winners in the remaining classes 
were: Apparel, specialty, and shoe shops: 
Benton’s, first; Frances’ Shop, second, and 
Walker’s Shoes, third. Furniture, hardware, 
electrical appliances, book shops, and office 
equipment: Reco Sporting Shop, first; Gar- 
nitz Furniture Company, second, and Office 
Supply Company, third. Men’s and boys’ 
clothing: Heck & Aker, first; Max Adler, 
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A Window show 


second, and National Stores, third. Restay. 
rants, grocery, drug, cigar, and florists 
shops: Williams, the Florist, first; Coffe 
Ranch, second, and H. E. Berg, jeweler. 
third. Honorable mention: I. W. Lower 
Paint & Wallpaper Company, Kroger Gro. 
cery & Baking Company, Arcade Marke 
Sears, Roebuck & Co., G. E. Meyer Hard. 
ware Company, and H. J. Schrader & Co, 
The window show was jointly sponsored 
by the merchants’ division of the South Bend 
Association of Commerce and the Northern 
Indiana Association of Displaymen. 
Praising South Bend’s fall window shov, 
E. J. (Jim) Berg, The Ray Schools, Chicago, 
past president of the International Associa- 
tion of Display Men, said: “As chairman of 
the judges in judging the beautiful windows 
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of South Bend I want to say that it was 
indeed a hard task to place the awards be- 
cause there were so many beautiful and 
outstanding displays. Among all my expe 
riences as a judge of this particular type 
of merchandising I have never seen a more 
beautiful array of displays than I saw to 
night in South Bend. Your city is to be 
complimented on having such finished dis- 
playmen. I know that South Bend will keep 
ahead of any town near its size.” 

Other judges were Allen Bixby, display 
director, Wolf & Dessauer, Fort Wayne 
Ind.; Miss Abbie Pierce, art director, South 
Bend Schools; James E. McCarty, Dean 0! 
Commerce, Notre Dame University, and C 
A. McDonald, McDonald Cook Advertising 
Company, South Bend. 


—Three of the series of displays by Frank 
Bingham, Robertson Brothers, South Bend, 
which won the grand prize at the recent 
window show held in the Indiana city oré 

shown on this page and the next— 













The 


pleased 
1938. 
pledgec 
parade 
the city 
Not 
in any 
with tk 
tion. | 
that w: 
we of | 
windov 
make i 
forms 
In | 
United 
display 
in all. 
from o 
ness, a 
parade. 
Wit 
munity 
Nearly 
ing in 
paper. 
mercha 
the me 
tomer, 
her ey 
munity 
a win 
helps 
Wh 
urally 
store, 
he add 
We 
they te 
sells r 
good \ 
employ 
Civie-n 
We 
of cou 
day-ou 
should 
mindes 
live, 
but we 
A win 














































































November, 1937 DISPLAY WORLD 29 





—First display, on page 


at left: Burgundy colored PICTURE OF AN 


crash background; pic- 


ture frames gold leaf with 

light gray mounting, white > y es ALL: STAR CAST 
backgrounds; still life “ tt ae 

groups formed by acces- 
sories. . . . Lower photo- 
graph, the background 
scene, including the car, 
was a photographic blow- 
up in full color. The 








stay. car doors were cut out, 
rists hinged, and provided with 
offee real handles to permit 
ie the egress of live models. 
Se . . » Backgrounds of pump- 
kin colored Rediprep, with 
Gro- hat circles done in pas- 
ket, tels to match the color of 
ard- the shoes. Woolen mate- 
‘0. rial in tones of brown and 
ored black was draped at each 
end side— 
hern 
— The merchants’ div:sion of the Association of Commerce was well 
ago, pleased with the event and it is already slated on the calendar for 
i. 1938. The Northern Indiana Display Men’s Club members have 





pledged themselves again to lead the way, in putting display on 


n of ‘ 7 
parade as they have so successfully done in the past five years in 





- the city of South Bend. il , ; 
Nothing will gain prestige more quickly for a group of displaymen Sy ; i 
in any size city than a city-wide window show sponsored jointly mB ft : | r 3 STA RS 
with the Association of Commerce or your local merchants’ associa- i a P 
tion. Window shows can be spoiled by cheap ideas, but for a group 1 : : 
that wants to do something in a civic-minded way for its community, aks, fo ; Wl A 
we of the Northern Indiana Display Men’s Club highly recommend a BS ‘a 4 
window show. It can be successful if you make up your minds to iH. Ta DISTINCTIVE 
make it successful. It can be high class if you insist on dropping all fia \' A . 
forms that tend to make it burlesque. 
In fact, a nation-wide window show with the President of the LINE oe 
United States giving the unveiling signal, sponsored jointly by the 
display clubs and Associations of Commerce would stimulate business 
in all parts of the country far more than some of the laws that hail 
from our next I. A. D. M. convention city. Window shows help busi- 
ness, and give each city an opportunity to put its business section on 
parade. 
Window shows put on in the right manner help to make a com- 
munity more display-minded and more window-shopping curious. FIXTURES THAT CLINCH THE BUYING 
Nearly any merchant will tell you he would rather have people look- | M P U L S E iy T P 0 ] N Tis 0 F : A) A L E 
ing in his windows than he would reading his advertisements in the 
paper. A window-shopping public that is constantly looking into a These displayers are designed to bring merchandise up and out 
merchant’s windows to see what is new is certainly more valuable to of the ordinary array and into the customers’ direct view— they 
toi the merchant because distance plays an important role with the cus- are conceived by experts, built by craftsmen, priced in reason. 
he- tomer, and she is more apt to buy when the merchand'se is right before ’ _ 3.SHELF DISPLAYER, 72” High, fastens to back of: counter. Rubber cush- 
and her eyes, close at hand for immediate purchase. Of course, a com- ioned brackets hold any glass from 6” to 16” at any height on the upright. 
or: munity that is blessed with an advertising-minded public, as well as No grooves, no notches, no thumb screws, nothing to mar the finish. 
ve? window-shopping public, is fortunate, indeed, and naturally one Nothing to hinder customer or clerk . . . No. 1690 
ore helps the other to make the sale. OVER COUNTER DISPLAYER .. . Perfect for picking up and perking up 
ua When a window show is sponsored in a city the displayman nat- merchandise shown in @rectet asaiiiie te tine 
he urally becomes the key man, and by his individual efforts in his own Eelow. Or to show. roles hema No. 1710 
dis- oe and the efforts of the display club ot which he is a member, CROSS COUNTER SHELF .. . Simple but effective shelving running from 
ep € adds to his standing in his store and in his community. Srinnt to beck of Citesites ctl iaiaeiameill 
We often hear speakers tell us to be good merchants, but rarely 18". Supports ore 15%: highs silts: micvediiiniehel 
ylay they tell us what is a good merchant. A good merchant is a man who clips for glass 8”, 10” or 12” wide . . . No. 1689 
ne, Sells merchandise at a fair profit through truthful advertising and 
uth | 800d window and interior display, ever mindful of the welfare of his A CATALOG WITH COMPLETE DEFAILS ON OUR 
of @ ©™ployees and of constant service to his customers. He is at all times PPTIRE EINE [5 YOURS FOR THE ASKEme. 
CE Clvic-minded. 
ing We that are responsible for the display fronts of our cities are, 


of course, civic-minded in one sense of the word in our day-in and 
day-out tasks of decorating our store fronts, but our responsibility 
should not end there. We must, like our merchants, be more civic- ‘ 
: ‘ ? ‘ - ry T 
minded to the needs and well-being of the community in which we [ {} H p 1} I} \'] | {} \ 
live. We: i i ity daily work : 
- We are already a vital force in our city due to our daily work, 
but we must broaden ourselves and take in more civic responsibility. ESTERS AVERITT at Doad PLACE... ..4 2-0 MIEAGS 
A window show for your community is a good beginning. Marbridge Bldg. 1326 Hroadwey, New York 
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Point=-Of-sale Gallery 
Of National Displays 







—Calvert has transferred 
some of its well-known ani- 
mals from newspaper ads - : 
to these striking car cards. — honky 





on TOP! 


CALL FOR 


A LONG WAY 


The caption, "Follow the 

Trend,’ appeared on cards 

used during October as a 

particularly apt tie-in with 
the season— 














4 in 
or lai 
= 
0. 
—Zipprodi, Inc., Chicago, No, c 
iIl., produced the Bottoms — 
Up display. Flexibility is 
provided by the small side ee 
panels— 
CALL FOR 
—Also by Forbes Litho- wi 
graph Company, the West- 4 
clox display has striking cI 
design and provision for 
the presentation of a dozen 
or more items. The die-cut 
open-work lettering and 
arrangement for an electric 
light and flasher unit add very 
to its effectiveness— upo! 
sary 
ee AS eat 
Joost NonOn tot 
| fasy on your Clothes | pro} 
rae —Also by Zipprodt, Inc., the dis- = 
; AA : ; play for Fitch's shampoo combines 0 
gees pene Bo Fen an attractive setting with a promi- caki 
mi wel ts LS nent showing of the product— elat 
Chase & Co., Inc., and “ Chr 
lithographed by Niagara GOODBYE ais! 
Lithograph Company— tic the 
DANDRUFF cok 
I; 
> \ eng 
firs 
“Pz 
anc 
—Large in display Go 
area, but occupying ish 
a minimum of space, 
this knock-down 
three-tier corner floor 
stand for Ruppert 
beer is adaptable 
for either window or 
floor. It fits snugly ite 
around the corner of ‘i 
a counter or around ; 
a post. Created and sg 
lithographed in full the 
color by The Forbes a 
Lithograph Com- At 
pany, Boston— Dandruff Remover “<== dis 


SHAMPOO in 
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GIANT Cellophane Bows STTTTTTTTTTTUTTNTI TTI 

Mit ni TOT \ INN ii i Kh Wi Mm 
iy! Mt Hy Fi ie Mh i 
i 


i Na th 
4 a ni aa ti A it Wn iH 


12-inch cama Fringe or _ 


A smart decorative for Christmas trimming in Blue, 10 
Red and Clear Transparent. 12in. deep. Per running foot . Cc 


Pee: | omen” PU IR a oss gos on OS. 8 Sa cc dciciwn eens nedeess $1.00 



















Cellophane Lamp Shades 


Cellophane | Made of ¥%-in. slit Cellophane, 12-in. 





= | fringe. 12 in. in diameter. Fit any light 
Curtains | fixture up to 12 in. Red, Green 70 
ANY SIZE | or Blue. pS Se Beet Or Rk Cc 


24-inch Cellophane Bows PME ES ad 5.355 Leva She hdc $7.00 
; Made to Order in | 

% in. by. 10 in. over all, with 72 in. wraps. For use on refrigerators | FJame Red, Yellow 

| Made of %-in 


or large items. Packed 2 to the box. slit Cellophane, 18-in. 


MR 264 Neat, Per box .............<cccce0etsesceccceseceseeecnenes si.65| Gold, Dark Blue, | fringe. 18 in. in diameter. Fit any light 
AM MN mr oy csc cstk es hakaeuctuncervatanscepoadius 1.85| Emerald Green, | fixture up to 18 in. Red, 
RUE, URE WAIT 65 os sy'n na caacer sc ceases ceccuvnsceaues canes 185| Pink, Light Blue, | Green or Blue. Each......... ° 


Medium. Blue, (xq) Wem dOs@t-... . ccs civ ccccccates $12.50 
chid, Tango, Black, | 
Purple and Deep | 
Orange. | 








Specify Height and 
Width of each Cur- | 














tain. | Fz 
18-inch Cellophan 75c | 
18 in. by 8 in. over all, wi = 72-inch wraps. 
Packed 2 to the box. = Per Square Yard 
Wo. CP-18i—Clear: Per box...........00:6.000. $1.25 | 7 to 10 Day Delivery | No. CP-1364—4 in. in diameter. Blue, Red, Clear or "25 
No. CP-182—Blue. Per box..................... 1.45 ; Green. Specify color wanted. Per yard..... Cc 
Wo. CP-i6s—Red. Per box... .......0..0006005.. 1.45 | ee GONE WANES ©. ois ccc cee cn : Ge Lee ree 





WRITE FOR OUR 16 
PAGE 4 COLOR SAMPLE 
MATERIAL CATALOG. 


WRITE FOR OUR 80 PAGE 
4COLOR COMPLETE 
CHRISTMAS CATALOG 


GARRISON-WAGNER COMPANY ::° vocusn ss. | 


MANUFACTURERS---IMPORTERS---DISTRIBUTORS 

















THOUGHTS ON DISPLAY 
[Continued from page 7] 
very important, but nevertheless not touched 
upon, is the fact that it is no longer neces- 
sary in decoration as short-lived as th's to 
use cheap-looking materials. It is signifi- 
cant that the motif which is carefully chosen 
to bring a department store or shop into the 
proper Christmas spirit does not need a mass 


TRIPLE DUTY 


MARKWELL RX45 


of overbearing and cheap-looking materials ROFITA E CUSTOMERS 
to cover the store like molasses on wheat 


cakes. The same goes for the temporary but THE IDEAL STAPLER FOR 
elaborate and over-fussy construction for SIGN PAINTERS, SHOW 


Christmas, such as little booths and gift LIST 
aisles. All can be successfully lifted out of CARD WRITERS, ARTISTS —} 75 
the rut of the usual by a tasteful use of ]- 
ee of te AND WINDOW TRIMMERS 
In closing, two important truths should be 
‘ A ‘ scieideiaieaaiaaaameatt Complete 
engraved in every displayman’s heart. The with 100 Staples 


first is i i ; ? 
g ‘ ciently—takes the place of thumb 


and the second comes from none other than : ‘ : 
Goethe: “The proof of a master is self- tacks, pins and clips... Indispensable STAPLERS 





’ 












“RX45” AS TACKER 








control.” for tacking drawings, bunting, trim- AND 
mings, tracings, pictures, blue prints, STAPLES 
THE 10 PER CENT BUDGET— etc. Can be used also for fastening FOR EVERY 
IS IT LARGE ENOUGH? paper or materials temporarily or PURPOSE 
permanently. 


[Continued from page 9] 
items, and little change is required in the 
way of special decorations and the like. The 


insertion of a blow-up, a rearrangement of LIBERAL DISCOUNTS TO SELECT DEALERS 
the lighting, a few plateaus or columns, and 
200 HUDSON ST. 


a completely different display is available. 
Attention to merchandise arrangement and MARKWELL MFG. C0. INC. NEW YORK, N. Y. 
display simplicity is another prime factor 7 Dept. “D” 

in holding down costs. 








“RX” AS FASTENER 





























DISPLAY WORLD 





To Show 
Christmas Gifts 


Hosiery, Gloves, Handkerchiefs, Ties, etc., 
can be attractively displayed on these 
Hands. Made of composition, 13” high, 
and supplied with 3 glass rods, two 15” 
long and one 24” long. Short rods are 
used on each hand and long rod is used 
thru both hands. Off-white enamel finish, 
felted bases. 


Pair of hands, right and left, with 3 glass 
rods, Complete $5.00. 


ORDER NOW 
You Will Be Pleased With Them 


SEGALL & SONS 


Complete Display Equipment 
923 Arch Street Philadelphia 











@ Don't hesitate to call on 
1 Maharam with your last 
minute orders. No mat- 
ter what your need for 
that holiday trim, you'll 
find Maharam ready to 
serve you promptly and 
@ j efficiently. Everything in 
stock, including all acces- 
sories and our extensive 
line of fine background 
fabrics. 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 


Samples 
and Prices 
on 
Request 


AAHARAN 


cw | oe Van | 
49 9 home ole) © 0 210) PS Seae eh 


NEW YORK—1I30 WEST 46TH STREET 
Chicago—6 East Lake Street 
St. Louis (DeSoto Hotel) 








FABRICS--FORMS--STANDS 


Complete Line of Display Equipment 


Naythons Display Fixture Co. 
205 N. 13th St. Philadelphia, Pa. 
Complete Service Thru this Territory and the South 








Christmas Plans Reviewed 
By Green Bay Club 


At a recent meeting of the Green Bay, 
Wisc., Displaymen’s Club, Christmas street 
decorations were discussed in an open forum. 
A committee composed of C. J. Orde, Charles 
Cook, Dexter Hastings, and Roscoe St. John 
was appointed to draw up plans for the pro- 
posed decorations, for submission to the 
Green Bay Chamber of Commerce. 

Twenty-four members present heard Max 
Frank, Decorative Piant Company, New 
York City, discuss the progress of display as 
a profession and the display trends of the 
day. 

Donald C. Emich conducted a demonstra- 
tion of shirt display, which was followed by 
a discussion of the presentation. 





Lewis Display Materiais 
Distributes Catalogue 


A profusely illustrated catalogue describ- 
ing innovations for the Christmas season is 
being distributed by Lewis Display Mate- 
rials, Inc., 480 Lexington avenue, New York 
City. 





Irwin Fisher Receives 
Promotion 


Formerly display manager, Irwin Fisher 
has been appointed advertising manager for 
the Zion Cooperative Mercantile Institution, 
Salt Lake City, Utah. Eugene Lees, who 
was Fisher’s assistant, becomes display man- 
ager. 





Firm Develops Line 


Of Flasher Units 


Flashing displays, color changes, and the 
like are provided by a complete line of 
flasher units being marketed by Besbee Prod- 
ucts Corporation, Trenton, N. J. A. Werth- 
eimer is vice-president of the firm. 





November, 1937 


Display Contest For 
National Fur Week 


Four prizes are to be offered for the best 
window displays featuring the National Fyr 
Week poster, or the words “National Fyr 
Week,” during the period November 8-13, 
according to information from Harry Binn 
national chairman for the promotion. The 
following cash awards will be made for the 
four winning entries: $50, $25, $15, and $10, 

All entries will be judged by an impartial 
committee of display experts, whose decision 
will be final. All photographs must be in the 
hands of the committee not later than mid- 
night of December 4, 1937. The name of the 
store, display manager, and fur buyer must 
be plainly printed on the back of each photo- 
graph. All entries should be sent to Na- 
tional Fur Week Headquarters, 130 West 
Thirty-first street, New York City. 

Judges will be Miss Polly Pettit, New 
York School of Display; Albert Bliss, presi- 
dent, Bliss Display Corporation; Ernest 
Woolard, Arnold Constable & Co., and V. 
W. Sebastian, DISPLAY WORLD, all of 
New York City. 





Half of |. A. D. M. Fee 
To Local Clubs 


By a majority vote of the board of direc- 
tors of the International Association of Dis- 
play Men, on and after November 1, 1937, 
$5.00 of the $10.00 annual membership fee 
will be refunded to the local display club. 

Group insurance will not be included with 
the I. A. D. M. membership under this new 
plan. If the local club desires to include the 
insurance, it may do so by paying for it out 
of the refund. The insurance, included w:th 
all memberships paid in full at present, will 
not be cancelled but will be continued until 
the expiration of existing memberships. 





Change of Location 
For Colonial Sales 

C. R. Borg, Colonial Sales Corporation, 
has announced that after November 1 the 
firm will be located at 928 Broadway, New 
York City, where for the first time the com- 
pany’s offices and plant will be under one 
roof. The new location provides three times 
as much space as was available at the for- 
mer Lexington avenue address. 





New Type Display Windows 
For Philadelphia Firm 

Under the direction of Frank Carrigan, 
display manager, The Dalsimer Store, Phil- 
adelphia, Pa., recently completed the instal- 
lation of new type display windows. The 
background consists of a number of sliding 
panels which are raised or lowered with the 
help of counter-balances. 





Barber Retains 
Heller 

The Barber Asphalt Company, Philadel- 
phia, manufacturers of roofing, flooring, con- 
struction and road surfacing products, has 
engaged the services of Robert Heller. in- 
dustrial designer, to design and supervise an 
educational display to be erected in the 
Smithsonian Institute in Washington. 
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Hiffman and Rieser 


On Eastern Trip 
Erwin A. Hiffman, president, and Syl C. 


Rieser, executive secretary, International 
Association of Display Men, St. Louis, Mo., 
recently completed an extensive eastern trip 
during which they assisted in organizing 
several new clubs and conferred with mem- 
bers of the Washington, D. C., group as to 
plans for the 1938 convention which is sched- 
uled for the capital city. 

Hiffman has announced the appointment 
of Mrs. Polly Pettit, director, New York 
School of Display, as educational director of 
the national association. Mrs. Pettit will 
take charge of all New York activities, and 
is now developing plans for an open meeting 
of all display people in that sector for the 
first of the year. Tony Sarg, internationally 
known artist, will preside at the meeting, and 
it is expected that Grover Whalen, World’s 
Fair chairman, will be present. 

The dates set for the 1938 convention cover 
the period from June 26-30. The Mayflower 
has been selected as the convention hotel. 
Arthur Gray, Lansburgh & Brother, president 
of the Washington club, will act as conven- 
tion chairman. Joseph McCann, S. Kann 
Sons Company, will direct the annual dis- 
play photograph contest. 

Other stops on the eastern trip were at 
Baltimore and Philadelphia, where new dis- 
play clubs were organized. Oliver M. 
Grant, The May Company, was appointed 
temporary chairman for the first meeting of 
the Baltimore group. 

At the Philadelphia meeting, presided over 
by W. Gilbert Brown, Philadelphia Gas & 
Electric Company, sixteen displaymen signed 
an application for a charter as a local unit 
of the national association. Potential mem- 


bership of the Philadelphia organization is 
said to be 200. A committee of five was 
selected to work out organization details for 
the new club. 

Present members of the Philadelphia group 
are as follows: W. Gilbert Brown, Theodore 
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J. Taylor, Vincent T. Nast, and L. C. Heiss, 
Philadelphia Gas & Electric Company; Craig 
L. Embree and Walter Faber, A. H. Geut- 
ing Company; Albert Elvanian and William 
Mayers, Elvanian & Mayers; Marc A. Bieler, 
Elmer F. Keebler, Jean D. Madden, and 
Charles J. W. Floyd, Bonwit Teller & Co.; 
Edward S. Arkow and Henry D. Morris, 
Gimbel Brothers. 

The present membership in the Baltimore 
club is composed of: Benjamin C. Margolis, 
Margolis Display Service; C. B. Rever; 
Herman Becker, Becker Sign Supply Com- 
pany; Harry I. Bass, Lee’s, Inc.; Oliver M. 
Grant, The May Company; Paul G. Purcell, 
Mayer’s; Don Hurley, O’Niell’s; Mary Rae 
Harman, Wyman, Inc.; Nat Levy and AI- 
bert Traling, Art Display Supply Company; 
Bernard F. Stang, Julius Gutman Company ; 
Herbert E. Wetherow, Robinson’s, Inc.; 
Charles E. Lenhardt, Hochschild Kohn Com- 
pany; John E, Bonnett, Hecht Bros.; Carl 
H. Ault, Hecht’s Reliable Stores; Milton 
Hartmann, Brager-Eisenberg; Sylvan Kop- 
pelman, Adler’s, Inc. 





Jack Chord Returns 


From Eastern Trip 

Members of the Chicago Display Club 
were entertained at a recent luncheon meet- 
ing by an account of an extended trip 
through the Far East by Jack Chord, former 
display manager for Goldblatt Brothers State 
street store, Chicago, who returned to this 
country a few weeks ago. Chord discussed 
the various type displays encountered in the 
different countries covered by the trip. 





Hiller Again Represents 
T. C. Palmenberg 

J. W. Hiller is again representing T. C, 
Palmenberg Company, New York City. He 
will cover all states, except that of New 
York, with the firm’s full line of Cunning- 
ham mannequins and costume forms by 
Cavenaugh. 















—Left to right, Syl C. Rieser, executive secretary, and Erwin A. Hiffman, president, Inter- 
national Association of Display Men; American Air Lines hostess; Frank J. Mayer, Wardman 
Park hotel, and J. B. McCann, S. Kann Sons Company, |. A. D. M. director for the second 
district, Washington, D. C. The national officers spent several days in Washington recently, 


making plans for the association's convention to be held June 26-30, 1938— 














BEAUTIFUL 
NEW XMAS 
DESIGNS 


Send for 
Full Color Xmas Catalog 


v 


Acme Rey-Trim Corporation 


305 E. 46th St. New York, N. Y. 











“NO WINDOW COMPLETE WITHOUT” 





ONE CENT ELECTRICITY 


A Day Puts Spirit In Your Display 


5 HOLIDAY 
SPECIALS 
Guaranteed Sturdy 
idgets 
. C. Current, Si- 
lent, Self-Oiling for 
one year. Witheither 
9” or 12” metal disc. 
No. 5B—50 ib. Load 


$10. 

No. 6B—60 lb. Load 
$12.00 

No. 7B—75 lb. Load 


$14. 
No. 1B—75 Ib. Load 
with 15” revolving 
top and 3” ad- 
vertising mes- 
sage band— 












Chromium 2.00) 
extra) 
No. 1C Sturdy 
Midget Turnta- 
ble and Super- 
structure 
(Patented) 
Trays are heavy gauge metal, 9, 
12 and 15” diameter. They are ™ oc 
reversible and can be taken down ; 
in sections. Finish, Standard 
Crystalized Black-$ 17.50 in- 
cluding Adv. Message Band. 
(Chromium $4.00 extra) 


GOODMAN'S = ™ 
FLEXIBLE SLEEVE FORM CO. | = 


Manufacturers ee 
Wood 


Turntable 





«SLIZOUd OLNI SASNGdXd ANVA,, 


Rotary Display Division 
19 W. 4th St., New York, N. Y. 
“The House of Guarantecd Turntab es” 


















ARTISTIC DISPLAY MFG CO. Inc. 


25 WEST 15TH ST. 


Mfrs. of 
LETTERS in 
CATALIN, WOOD 
METAL FACED WOOD 
with copper, brass, and bright satin 
finish chrome. 

All Styles and Thicknesses 


Also Mounted on 


BLUE & BLACK GLASS PLAQUES 


Write for Catalog 
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Fifty Million Dollars 
For This “Display” 


Picture a city with more than twice the cluded Bank of America, Bell Telephone 
population of New York, with its seven mil- System, California Packing Corporation, Chj- 
lions. Then p:cture a show window on cago & Northwestern Railway, E. I. du Pont 
Times Square in that super-city—and en- de Nemours, W. P. Fuller & Co., General 
dow every resident with leisure, and the Electric, Gray Lines, H. J. Heinz Corpora- 
opportunity to study that window. tion, International Business Machine, Johns- 

Then you have the proportions of the dis- Manville, Kerr Glass, Leslie Salt, Libbey- 
play opportunity offered by the Golden Gate Owens-Ford, National Cash Reg’ster, Oko- 
International Exposition, wh ch will be held nite, Owens-Illinois, Railway Express 
for forty weeks in 1939 on 400-acre Treasure Agency, A. Schilling & Co., Singer Sewing 
Island in San Francisco bay. From top to Machine, Spreckels Sugar, Standard Brands 
bottom, this Western World’s Fair will be a of California, Union Pacific, United States 
compact series of displays, on decreasing Steel subsidiaries, Westinghouse [Electric 
scale but with cumulative effect. and White Sewing Machine. 

The $50,000,000 fair :tself will be a dis- These firms, either direct or through their 
play, especially by night, when a million- agencies, are working now with exhibit- 
dollar lighting program will command the building agencies to devise d‘splays that will 


YOUR STORE WILL attention of residents on every peak of the present their products or services with a 


hilled cities surrounding the harbor. From smashing appeal. Behind this appeal, adding 


Shout this great spectacle, the d'splays will dimin- to its impact, will be an element miss‘ng in 
ish in volume down to the modest space impersonal display advertising—the momen- 


ME RRY CHRISTMAS occupied by the smallest exhibitor—who will tum of a World’s Fair as an important re- 


be a part of, and receive his share of the gional project, with its pageantry of color, 
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benefit from, the $50,000,000 spectacle. lighting, arch‘tecture, landscaping, and en- 
Use Dennison's Christmas Since 1915, the Pacific coast has not en-  tertainment. 
Line of Decorating Mate- tertained a World’s Fair. The eleven west- Several developments in connection with 


ern states, a natural trade territory con- the Western World’s Fair will undoubtedly 
stituting an important sector of the American be adapted for widespread commercial dis- 
Christmas touch. You will buying scene, are sponsoring this one jointly, play use. Among these are a new 15-watt 
find in the Dennison’ Line and alert industrial leaders are scenting an fluorescent tube, just developed by General 


rials to give your store a real 


everything you need to build opportunity for displaying their products— Electric and not yet on the market, which 
: ° 3 em a friendly meeting between producer and will lend new efficiency to floodl‘ghting, and 
attention-getting m'o'd er h™ consumer, at low unit cost. the application of the ultra-violet light prin- 
displays. In October of 1937, sixteen months before ciple on a new and daring scale. 
- am a the exposition opens its gates on February In combination with fluorescent paint, 
See this brilliant Christmas 18, 1939, more than thirty firms, including “black light” will be employed on a wide 
Line before you install your many national leaders in their fields, had scale for indoor and outdoor display. A 
Christmas displays. Ask your leased exhibit space in one of the buildings spectacular use will be in connection with 


of the central group, or ground for a sep- two gigantic murals, each 165 feet long and 
" arate build’ng. Scores of others held op- 65 feet high, which will be built of enamels, 
son representative today. tions or reservations while working out final glass, metals, and marble to resist weather- 
details. ‘ng, for they will be exposed to the elements 


Dennioon eMlanufachning Sex The October list of definite exhibitors in- in the “Court of the Great Pacific.” Adop- 


FRAMINGHAM, MASS. 





display jobber or the Denni- 





















ORDER NOW 












DISPLAY 
MATERIALS DIVISION 


GENERAL 
DISPLAY 


CORPORATION 
CAREW TOWER 
CINCINNATI 
OHIO 



















DISTRIBUTORS FOR 


DENNISON 


DISPLAY MATERIALS tf z Hi “ f 

Also Fabrics and Display Specialties —One of the several demonstration displays installed at the fourteenth annual convention © 
eins Get Catels saad” Meaiates the Pacific Coast Association of Display Men, Yakima, Wash., is shown above. The display was 
oe at ; created by J. Walter Johnson, Powers Furniture Campany, Portland, Ore.— 
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MILEO 


MANNEQUINS 


chosen by the better stores 
FACES of distinction; natural, charm- 
ing, sophisticated. 


FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat sty’es. 


In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 
7 West 36th St... (von '? 
hall cm Sita act tinceclcontalit M3 he.  E 


STORE FRONT LIGHTING 


Use Day-Glow Reflectors for better show 
window lighting, 200 watt size, 914” diameter, 
Triple Copper-Back Silvering. 

















All first quality. Save % to 4%. For full 


details write Department D. 


DAY GLOW REFLECTOR CO. 


332 E. Town St. Columbus, Ohio 


CUT-OUT LETTERS for DISPLAY WORK 


3 32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


TH, More Beautiful 
N and less Expen 
-1ve than Hand 

COMPANY Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 


TURNTABLES 


New Multi-Stop Turntables with three or more 
stops. Made in several sizes to carry loads from 
5 Ibs. to 1,000 Ibs. 


CHARACTER DISPLAY CO. 


Mfrs. of the World’s Largest Mechanical Books 
3249 N. Lakewood Ave., Chicago, III. 




















Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates knew their business. 


ACADEMY OF DISPLAY 


Send for Booklet “‘N”, 8 E. 418t St., New York City 








Beautifully Finished 
8 Different Sizes 
10 Different Types 
12 Different Colors 

of Heavy 


ART - CUT 
LETTER CO. 


133 West 24th St. 
New York, N. Y. 








100 Pt. Card Board 


Free sample letter sent upon request. Territorie- 
open for qualified distributors and dealers. 











| The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters Chrome 
Manufactured by 


Combination Products Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
Actual samples sent on request 


Satin 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
Baltimore, Md. 


314 N. Eutaw St. 
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tion of this pioneered principle would have 
a sweeping effect upon outdoor posters, 
building facades, and other elements of dis- 
play; the invisible black light imparts an 
effect of life and motion to an otherwise 
static object, and can also be used for color- 
changes. 

In another field of advertising, the expo- 
sition’s division of cooperat ve promotion is 
at the disposal of advertising accounts and 
agencies to assist them in tying their prod- 
ucts to the news-story of the World’s Fair. 
Ideas, art, and other materials are suppled; 
it is estimated that the stimulation of normal 
advertising budgets by exposition-connected 
display will reach a total of $10,000,000. 

Transportation companies, including rail, 
air, steamship, and bus lines have taken steps 
to feature the fair in their forthcoming ad- 
vertising campaigns. Contacts have been es- 
tablished with lead'ng display firms. Coast- 
to-coast display outlets already scheduled 
cover the range from department stores to 
paint companies, through their dealer out- 
lets. Magazine and newspaper advertise- 
ments, even at this early stage, have 
strengthened the sales-message by “riding” 
on the magnitude and community momen- 
tum of the fair. 

World’s Fair art and slogans are in wide 
use to dress up milk bottles, books, matches, 
wrapping paper, bags, cartons, boxes, paper 
cups, postcards, novelties, clothing, jewelry 
and ornaments. At this early stage a cir- 
culation estimated at 465,000,000 has been 
achieved through these media. 

The theme of the 1939 Golden Gate Inter- 
national Exposition is ideally adapted to co- 
operative commercial use. The fair will 
celebrate completion of the two greatest 
bridges in the world, both crossing San 
Francisco bay; the colorful achievement of 
the Clipper ships in flying the ocean on 
schedule, and the great new hydro-electric 
projects that give the West a new industrial 
horizon. 

Its “Treasure Island” title harks back to 
the romantic days of sailing vessels and 
exploration; its “Pageant of the Pacific” 
motif introduces all the rich color of the 
Oriental nations and the islands under the 
Southern Cross that will be represented at 
the fair. From this wealth of background 
material, an apt subject for display can be 
selected to fit any product. 

An attendance of 20,000,000 will view the 
spectacle on “Treasure Island” in 1939, ac- 
cording to careful estimates based upon the 
1915 Panama-Pacific International Exposi- 
tion in the light of improved travel tenden- 
cies and facilities. The greater part of this 
will come from the San Francisco bay area, 
whose 2,000,000 residents enjoy the purchas- 
ing power of 3,000,000 “average” Americans. 

At the established rate for exhibit space, 
direct visitor-contacts may be had for as 
little as 50 cents per thousand impression 
opportunities, it is sa‘d. 





W. J. Flickinger Promoted 
At Sears, Harrisburg 

Formerly in charge of the display depart- 
ment for Sears, Roebuck & Co., Harrisburg, 
Pa., W. J. Flickinger has been named to 
head the sales promotion and advertising 
department. 
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Mouldings by 
BERLIN assure 
you of superla- 
tive quality from 
wood core to lac- 
quer or foil finish. 
Enlarged line in- 
cludes complete 
range, Gold, Silver, 
Copper Foil, Bright and 
satin finish. New Pyrox- 
olin colors meet every 
requirement of the trade. 
Circulars & Prices on request. 
Dealers write for discounts. 


IRBECO 














CHROME MOULDINGS 


An Irving Berlin Product 
The tops in moulding quality. A 
chrome finish moulding that holds 
its lustre. All mouldings can be had 
to your specifications. LOOK for our 
New Line of Hollows and Snap-Ons. 


Our No. 606 
Per 100 Ft. 






ff 4"... $4.00 
No.c0s ¥%4" ----- $5.00 
aaa ft $6.00 





The first thought for Artists’ and Sign Writers’ Su 











ant Modern 


Cardcrafts new offerings are going over big 
wherever they are shown. Honestly, we 
never knew before that display men and 
sign producers were so eager to find new 
boards especially fabricated for this particu- 
lar industry. We have caught a winner in 
these CARDCRAFTS Products. 


24 BRILLIANT COLORS 


in 8-14-22-28 ply. Produced for the 
special needs of the industry. 


SPECIAL 
WHITE PROCESS BOARD 


8-14-22-28 Ply 
and Heavier if Required 

















Send for samples & 


e DISTRIBUTORS 
Color Cards Today. 


Write at ONCE. 


Cardcrafts, Inc. 


115-117 Wooster St. New York City 





















For Christmas Display Ideas 
Get This Catalog 


The new Corobuff 
Catalog contains 
a multitude of 
colorful Christmas 
suggestions for 


smart displays. A COROCRAFT 


PRODUCT 
SOME OF THE 32 NEW NUMBERS 


@Tinselled Corobuff @Holly and Poinsettia 
@Star Designs e@Christmas Panel 
@Star Design Back- Coro-Cutup 

grounds @Santa Claus and 
@ Merry Christmas 


Chimney Strip 
trip @ Coricicles 

@Cut Out Silver Stars @Christmas Candles 

@Scenic Icicle 


Many other smart, seasonal display ideas are in 
the Corobuff catalog and it’s yours for the asking. 


WRITE FOR YOUR COPY—NOW! 


WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
175 Fifth Ave. Room 72 New York 








HULA FRINGE 


(Flameproof) 


FOILS 
RIBBONS 
CELLOPHANES 


Write for Samples 


M. H. LEVINE CO. 


32 W. 27th St. New York City 

















What MOTION9 
what speed = 
WRITE us your display anima- 
tion problem. State what motion 
_you want and we will tell you 
which standard SpeedWay ‘Flea 
Power” Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for DIS- 
PLAY ANIMATION. 


Write for New Catalog Sheets! 
SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 








Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 3 
Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 
FELT LETTER STUDIOS, MFRS. 
538 South Wells Street Chicago, Illinois 











William Adler 
Forms Firm 
William J. Adler, formerly with Truly 
Warner, New York City, has entered the 
free-lance display field and established offices 
at 1501 Broadway, New York City. 
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The New Shillito’s 


By WILLIAM ARINOW 
Shillito's, Cincinnati 


At eight o’clock Tuesday night, October 
26, the new and greater Shillito’s was for- 
mally opened to the Cincinnati public, thus 
marking the completion of ten months’ work 
and the expenditure of $2,300,000 in remodel- 
ing and renovation inside and out. As 
Mayor Russell Wilson finished the opening 
ceremony, the great bronze doors swung out- 
ward and the first wave of a huge throng 
poured inside. Within two hours more than 
50,000 people had passed through the store. 

Many of the city’s most prominent figures 
were present and over a radio hook-up which 
was received inside and outside the store, 
as well as over the regular air channel, ex- 
pressed their felicitations. Alfred Segal, 
columnist for the Cincinnati Post, gave a 
running broadcast of the ceremonies. 

Within the store we used more than 4,000 
chrysanthemums to carry out a color scheme 
of white and yellow. 

The windows became, for a time, excerpts 
from the Paris Exposition. Replicas of the 
original Pavilion de l’Elegance mannequins, 
backgrounds, columns, trees, and balustrades 
were imported for the opening and dressed 
in original creations by Schiaparelli, Rouff, 
and other famous couturiers. These were 
shown in displays. designed to simulate as 
closely as possible the actual exposition set- 
tings. 

The massive, yet graceful, pinkish-beige 
figures were spotlighted in rose-colored light. 


—A portion of the main floor of the re- 

modeled Shillito's, Cincinnati, Ohio, is shown 

below. Approximately $2,300,000 was spent 

for the renovation. During the two hours 

of the official opening night, two weeks ago, 

more than 50,000 Cincinnatians inspected 
the new store— 




























Floods were lighted with daylight blue lamps, 
greatly dimmed to soften the effect. Drapes, 
necessary in some of the backgrounds be- 
cause of the divergence between the size of 
the exposition settings and the proportions of 
our windows, were of cotton-backed satin in 
a metal-gray shade. 

Two of the opening window displays and a 
view of the interior are to be seen on these 
two pages. 

The remodeled Shillito’s has a total of 
sixteen display windows, as well as eleven 
display niches on two streets. The new dis- 
play department is one of the most modern 
in existence, providing ample space for stor- 
age of mannequins and fixtures, a_ well- 
lighted workshop, painting and art depart- 
ment, and administration offices. 

The exterior of the store follows a motif 
which creates the impression of massiveness, 
at the same time keeping horizontal, flowing 
lines. The base of the building is of marble, 
with rounded corners. A marquee on Race 
street and another on Seventh are joined by 
a flange of bronze and concrete. Each mar- 
quee bears a bronze clock. 

A part of the modernization program con- 
sisted of building a fireproof parking gar- 
age, three stories high, for the convenience 
of our customers. Inclined ramps, on which 
two cars may pass, and a flexible system of 
storage provides exceedingly prompt serv- 
ice. An entrance into the store is found on 
each floor of the garage, which, like the 
rest of the building, is completely air-con- 
ditioned. 

With seventeen acres of sales space made 
available in the new building, there has been 
ample room to “widen out” with the depart- 
ments. This has resulted in less congestion, 
making it more convenient for customers to 
pass from one department to another, and 
giving greater fluidity to the traffic flow. 
Nine passenger elevators and five freight 
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—For the official 
Shillito's, William Arinow, display director, 
who is also treasurer of the International 


opening of the new 


Association of Display Men, used replicas 
of the Pavilion de I|'Elegance mannequins 
One of the win- 
dows is shown above— 


from the Paris Exposition. 


elevators are in service, in addition to which 
six stairways lead to the basement. 

On the main floor we have used veneered 
fixtures entirely. One of the new features of 
this floor is the lunchroom, with both table 
and counter service. Blonde wood is used 
extensively throughout the store for fitting 
rooms, cases, and the like. 

Interior display is given much attention in 
all departments, even in the children’s furni- 
ture section where six model rooms have 
been opened. 

All in all, the new Shillito’s is one of the 
most modern and complete department stores 
in the United States. Customer convenience, 
display in windows and interior, beauty of 
appointments—every angle was taken into 
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consideration in the remodeling project. The 
result is most gratifying to every employee 
of the store, as well as to the citizens of the 
city. 


S. R. Mackabee Leaves 
May Company 

For the past thirty-one years in charge of 
display for The May Company, Cleveland, 
Ohio, S. R. Mackabee will retire on Janu- 
ary 15. His future home will be made in 
either Florida or California. The vacancy 
his resignation will create is to be filled by 
W. F. Collins, Mackabee’s assistant for 
twenty-three years. 

At a meeting of the executives of The May 
Cormpany recently, Mackabee was presented 
with a diamond ring as a remembrance. 








—Another of the Shillito windows featuring 
the Exposition mannequins, by Siegel, Paris. 
Figures, columns, trees, and plaster d2cora- 
tions were imported for the opening of| ihe 


remodeled store— 








Placing Your 


CHRISTMAS 
MATERIALS ORDER 


Is More Important Now! 


Garrison - Wagner Company 
has the most complete line — 
of Christmas items—the larg- 
est stock on hand for imme- 
diate delivery. 


Your order if placed with 
Garrison - Wagner Company 
has more assurance of com- 
plete delivery than any other 
source in the United States. 


—do not delay—order now— 
items are moving fast! 





Garrison-Wagner Co. 


Manufacturers---Importers---Distributors 
1629 Locust St. St. Louis, Mo. 








Write for Your Copy of the New 4 Color 
80 Page Christmas Catalog. 








WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 


Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 
133 West 24th St., Dept. D. 10, New York, N. Y. 
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‘Capital Club Discusses 
Membership Value 


“What value does a display club have for 
its members?” was the principal topic dis- 
cussed at the regular meeting of the National 
Capital Display Club October 26. As a 
result of the ideas advanced for the improve- 
ment of the benefits brought by the organi- 
zation to its membersh’p, it was decided to 
obtain photographs of various window dis- 
plays from other cities, these to be projected 
on a screen at each meeting while an open 
discussion was held as to the merits and 
shortcomings of the displays. L. C. Gregory, 
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a committee to make the necessary arrange- 
ments. 

A report was given on the plans for the 
International Association of Display Men 
convention to be held in Washington in 
1938, as outlined by Erwin A. Hiffman, pres- 
ident, and Syl C. Rieser, execut-ve secretary 
of the I. A. D. M., on their recent visit to 
Washington. In this connection, a repre- 
sentative of the Mayflower hotel told of the 
many convention facilities of the Mayflower. 

L. A. Banks, membership committee chair- 
man, reported that practically every depart- 
ment store was completely represented in the 
club, giving the group a total paid-up mem- 
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Karl Kneis Wins _- 
ABC, Contest . 


% 


First prize of $200 in the national window 
display contest sponsored by Arthur Bier & 
Co. for ABC fabrics has been awarded to 
Karl Kneis, Stix, Baer & Fuller, St. Louis, 
Mo. The remain'ng awards went to the 
following firms: Hill Brothers, Fond du Lac, 
Wis.; F. C. Nash & Co., Pasadena, Calif.; 
L. L. Stearns & Sons, Williamsport, Pa,, 
and S. Kahraus Braun Company, Buffalo, 


N. Y., in that order. 


Contest judges were Irving C. Eldridge, 
R. H. Macy & Co.; Richard Wallace, B, 


L. Frank & Co., was appointed chairman of 


bership of around 100. 





























MINIATURE MANNEQUINS 


Collection 26 Victorian Dolls’ Dresses, several 
hats and parasols. hey are faithful copies to 
the m‘nutest details of the fashions of the 
years 1880-1890, and are especially interesting 
at present due to the revival of things Vic- 
torian. 


Excellent for Publicity Purposes 


They are now available on a rental basis. 
Write for further information. 


CAROLA R. GREEN 


663 Lexington Ave. New York City 
Telephone PLaza 8-0762 


CAPABLE DISPLAYMAN 


Now employed with firm doing Na- 
tional advert sing. Able to create and 
build knock-downs, window and display 
backgrounds. Good leiterer. Executive 
experience. Moderate salary. Prefer 
middle west. Married. 


Box “D. I.” 
Care DISPLAY WORLD 








SALESMAN WANTED 


A high-grade salesman who has had ex- 
perience in the display field will find an 
excellent opportunity with this company. 
He ‘s needed to serve our customers and 
the trade in Cleveland and vicinity. We 
will pay salary and commission to the 
right party and a capable man should 
earn from $5,000 to $10,000 per year. Give 
full information and references in first 
letter. 


Mutual Sales & Mfg. Co. 


1101 Power Ave. Cleveland, Ohio 





FOR SALE 


Fine Christmas attraction .. . animated 
Swiss Village with moving dolls, archi- 
tecturally correct Swiss houses, market 
place, etc., amusing characters. Built in 
Europe originally. Fine Christmas at- 
traction. Will sell at a fraction of orig- 
inal cost. For complete information 


write 
Write G. E. BRIGGS 


Display Manager, BLOCK & KUHL CO. 
Peoria, Ill. 











SALESMEN WANTED 


Who are now contacting department and 
general stores to handle a splendid line 
of decorative and floral novelties in vari- 
ous territories. Send us details of terri- 
tory covered. 


4 


Address “SALES,” BOX 77 


Care DISPLAY WORLD 
New York Office 


151 Fifth Ave. New York City 





STUDY ART AT HOME 


Exclusive, practical, inexpensive correspondence 
courses in designing. poster, diorama and scenic 
window background painting. At half price to 


display men, if you enro’'l NOW. Send for liter- 
ature and rates today. 

The Enkeboll School of App‘ied Arts 
Enkeboll Building Omaha, Neb, U. S. A. 








ADVERTISING — HOME STUDY—tThe Adver- 
tising Minded Displayman is qualified to make 
che most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 

PAGE-DAVIS SCHOOL OF ADVERTISING 
3€01 Michigan Ave., Dept. 2°6C Chi ago 














FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made on heavy fieece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any choe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 





USE THE 
OPPORTUNITY EXCHANGE 
for all Display wants 
Only $2.00 per inch 
Cash with order 

















Altman & Co.; H. H. Littell, L. Bamberger 
& Co.; Albert Bliss, Bliss Display Com- 
pany, and Arthur C. Fatt, Grey Advert sing 
Agency. 





James Styles Forms 
Own Firm 

James Styles, who resigned his position 
as display director for The Hecht Com- 
pany, Washington, D. C., has formed his 
own organization, known as Style, Inc., at 
1520 Connecticut avenue, in the capital city, 
The firm conducts a decorating service, spe- 
cializing in modern furniture and interiors 
for homes, offices, and stores. Marianna von 
Allesch, New York City, is associated with 
the enterprise. Styles has contributed many 
articles to DISPLAY WORLD in the past 


and w Il renew the series soon. 





Meyers Brothers, Inc., 
At Lexington, Ky. 

Due to an error 'n the manuscript which 
accompanied the photographs of Malcolm 
Tennent’s displays, published in the October 
issue, the address of Meyers Brothers, Inc., 
makers and importers of exclusive riding 
apparel, was given as Louisville, Ky. The 
correct address is Lexington, Ky. 





J. E. Davis Joins 
Mortins 

J. E. Davis, formerly with The Mart, 
Paterson, N. J., has joined Mortins, Wash- 
ington, D. C. 





Cohen Among Exhibitors 
At Canton 

Art R. Cohen, Pittsburgh, Pa., was repre- 
sented at the Canton, Ohio, display exhibit, 
held October 3-4, by William Cohen and H. 
J. von Briel. The name of the firm was in- 
advertently omitted from the account of the 
exhibit published in the October issue. 





Dorothy Lynch Joins 
Cleveland Firm 

Formerly with Kaufmann’s, P‘ttsburgh, 
Pa., Dorothy Lynch has become interior dis- 
play manager for William Taylor Sons & 
Co., Cleveland, Ohio. Edward Osterland is 
display director for Taylor’s. 





Sam Fredrico Joins 
Achter's 


Sam Fredrico, formerly with W. T. Grant 
stores, is now display manager for the new 
Achter’s department store opened in Roch- 
ester, N. Y., the latter part of October. 





Novem 
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NALCO 


WINTERSCENE PANORAMA 


MODERN SCENIC EFFECT 
Heavy snow-flakes against a blue sky; snow- 
laden trees, realistic grey stone wall with 
white icicles. Natural colored snow-banks. 

ROLLS 60’ High, 20’ Long 
Continuous design made on 4-Ply Flexible 
Paper Board. Packed in individual carton. 

Price $3.75 Per Roll 
*(Higher West Coast and Canada) 
Sold Through Authorized Distributors— 
Stocked By: 

Baltimore, Md., Becker Sign Supply Co. 
Chicago, Ill., Display Paper Products Co. 
Cleveland, 6. ., Superior Textile & Display Co. 
Detroit, Mich., Display Creations, Inc. 

New York, N. Y., Nalco, Inc. 

Philadelphia, Pa., Display Center of Phila- 


delphia 
Los Angeles, Calif., Aladdin Fabric Co. 
Pittsburgh, Pa., DeWeese Display Equip- 
ment Co. 


| Canada, Win'peg, Winnipeg Map & Blue 
i Print Company 


ER ALCO inconronstco 


16 EAST 27™STREET 

















We manufacture over 150 shapes in metal 


covered and solid metal mouldings. Bright 
and dull chrome, copper, brass, bronze, alum- 
inum, stainless steel; plated or solid. Special 
orders produced quickly. 
We also manufacture 
FRAMES. 

Send for Catalog No. 2. 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
219 East 144th St. New York, N. Y. 


perfectly mitred 








Nature’s Evergreens 


SMILAX . . . . per case $4.50 
LONG NEEDLE PINES 5s: 2.00 
LAUREL AND CEDAR ROPING 


Satisfaction guaranteed as we are the intro- 
ducers of Southern Wild Smilax, and have 
been supplying Displaymen with deco- 
tative evergreens for over half a century. 


CALDWELL the WOODSMAN co. 


EVERGREEN : - ALABAMA 


JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a _ postal 
will bring your copy. 


Bert L. Daily 
122 E. Third Street 




















DAYTON. OHIO 
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INCREASING UNION ACTIVITIES 
DRAW EYES OF DISPLAY FIELD 


[Continued from page 3) 
playmen) are exempted from membership in 
the cooperative group. Further provision is 
made, however, by the following: “Noth:ng 
in this provision shall be construed as ex- 
cluding such union members from member- 
ship in the association.” 

Among the display service companies, the 
first move to be taken in ths field by the 
C. I. O. was made in New York City early 
in April, 1937. This consisted of the forma- 
tion of the Window Trimmers and Display 
Men’s Union of Greater New York, Local 
144, associated with the United Reta Em- 
ployees of America. Months of organiza- 
tion work resulted in gathering in many dis- 
play installers, studio workers, and assist- 
ants. The initial work was started through 
the display departments of several large 
national advertisers and display service com- 
panies. Previous organization work in these 
groups had not been particularly successful, 
but under the C. I. O. aegis it was thought 
that the cooperat.on of other workers with 
similar affiliation could be enlisted. 

Early in October meetings were held at 
the Hotel New Yorker, where delegates and 
a representative from the C. I. O. explained 
that the following terms were the objective 
of the organization: 

Closed shop; five-day week with maximum 
work'ng hours limited to eight daily for piece 
workers and those on straight salary; piece 
workers’ output to be held to ten windows 
daily, at $1.25 per campaign window, not ex- 
ceeding eight sheets of crepe paper; cam- 
paign windows involving corrugated paper or 
cloth, $1.50 each; cosmetic and confection- 
ery displays ‘nvolving the use of dummy 
packages, $1.75 each, with 10 cents addi- 
tional allowance for a group of designated 
outlying zones; 20 cents additional beyond 
the aforesaid zones. 

All special displays to be set up by a shop 
committee, which shall have the authority 
to set labor costs; 10 cents addit:onal allow- 
ance for delivery of free goods; inspectors’ 
salary, $35 per week with $45 per month 
car allowance; salaried trimmers, $35 per 
week minimum; all inside workers to re- 
ceive an increase of 25 per cent; hourly 
basis for the first eight hours, min'mum, 
$1.25 per hour; Saturdays to be considered 
as overtime and to be paid on time and one- 
half basis, with minimum working hours for 
Saturday set at five; $2.50 per hour for all 
time over five hours worked on Saturday; 
Sundays and holidays to be paid for at $2.50 
per hour, w:th a guarantee of five hours’ 
work; interior signs with or without tubes 
or rosettes, 75 cents each. 

Interior backgrounds involving the use of 
crepe and trimming, based on a labor cost 
of $125 per display, the hourly basis for 
such displays to be $1.25 per hour; any in- 
staller sent out for a day’s work to be 
guaranteed a min mum income of $6 per day; 
out-of-town maintenance to be rated at 
$3.50 daily allowance; no deductions (dock- 
ing) to be made. 

These demands were presented to the dis- 
play services by the union on October 22. 
On October 26 the employers met and dis- 
cussed the demands, which were character- 




























IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J.C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y.* 














The Fountain Air Brush 


The AirBrush of the Particular Artist 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 


BLOCKART CUT-OUT LETTERS 











All letters are % inch size Wood Fim Chrome 
thick. Machine made 1 inch. $3.10 $6.00 
for uniform quality. 2 inch.... 3.85 8.75 
Made for use in 3 inch.... 4.40 15.00 
tracks or for mount- 5 inch 10.95 26.00 
ing. 4” Script 8.00 26.00 

2” Script. 6.50 19.00 


1627 Locust St. 
St. Louis, Mo. 


GARRISON-WAGNER CO., 








You spend good 
money for adver- 
tising cutouts e7 


ARDBOARD 
.» EASELS 3209, 000% 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Bet. 5th and 6th Ave. 








WOOD EFFECT PAPERS 
DISPLAY BACKGROUNDS 


Write for Samples 


W. H. S. LLOYD CO., Inc. 


48 West 48th St. New York City 















ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C? Air Brushes 
() Airpainting Equipment 
{1 Animated Signs 
(L) Artificial Flowers 
C) Artificial Snow 
(J Backgrounds 
CL) Background Coverings 
(] Booths, Floats and Exhibits 
C) Brushes and Pens 
[) Card & Mat Board 
Lj Cardwriters’ Materials 
Cj) Color Lighting 
CL) Crepe Papers 
CL) Cut-out Letters 
CL) Cutting Machines 
[] Decorative Papers 
(J Decalcomania 
L) Display Furniture 
[] Display Forms 
() Display Racks 
CL) Drawing Boards 
CL) Enlarging Projectors 
CL) Fabrics and Trimmings 
Fixtures 
Flags and Banners 
J Foils 
CL) Fountains 
(J Grass Mats 
(J Invisible Glass 
CL) Lacquering Outfits 
CL] Lamp Coloring 
[] Lithographed Displays 
_] Mannequins 
L) Mouldings 
[] Metal Sheets 
(J Millinery Heads 
CL) Motion Displays 
() Motion Mechanisms 
CL) Natural Foliage 
CL) Pageants & Exhibits 
[] Plaques (Window) 
[] Papier Mache Specialties 
CL] Photographic Blowups 
( Plastic and Composition Pieces 
CL) Price Cards—Tickets 
(J Price Ticket Holders 
() Sale Banners 
() Socks—Window 
CL) Show Cards 
CL) Show Cases 
Lj Show Case Lighting 
C) Signs--Card Holders 
CL) Signs—Brass—Bronze 
CL) Signs—Electric 
(0 Sleeve Forms 
() Stencil Outfits 
CL) Stock Posters 
[] Store Designing 
CL] Store Fronts 
(J Tackers 
(J Time Switches 
C] Turntables 
[] Vaiances 
1) Wall Board 
Lj Window Drapes 
CL] Window Lighting 
C) Wood Carvings 


C) Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
[J] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 
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DISPLAY WORLD 


ized by some as “verging on the ridiculous,” 
and a counter-proposal is now being drawn 
up for submission to the union. 

Some installation service heads, with 
branch offices in New Jersey, are perturbed 
because in the latter state the service em- 
ployees are being organized by the A. F. of 
L., whereas in New York City the set-up 
is C. I. O. In the past, when business has 
been slow in one office, it has been the cus- 
tom of such companies to transfer men to 
a branch office in either New York or New 
Jersey where their services were needed. In 
future, it is understood, it will not be pos- 
sible to make such arrangements because 
each group is under a different union organi- 
zation. 





John Paver Addresses 
i. D. E. A. Group 


Favored with an overflow attendance, the 
first regular luncheon and business meeting 
of the International Display Executives 
Association was held Wednesday, November 
3, at the Hotel Pennsylvania, New York 
City. Warren Bacheller, head of the asso- 
ciation, presided. 

During the speakers’ session, John M. 
Paver, field engineer for the Traffic Audit 
Bureau, described the methods followed in 
compiling data for the national window dis- 
play survey and discussed something of the 
implications of the completed report. Ejight- 
een months of constant study went into the 
survey, Paver explained. “The purposes of 
the undertaking,” he said, “were to create a 
better understanding of display, to evaluate 
window circulation based on studies of the 
Traffic Audit Bureau in 8,000 towns, to de- 
velop facts relative to window display, to 
determine whether window advertising can 
be considered as national advertising work 
and can this phase be controlled, and can 
the cost per thousand impression opportuni- 
ties be determined.” 

Mrs. Polly Pettit, New York School of 
Display, gave an interesting talk supple- 
mented by charts describing the fundamen- 
tals of display technique as to arrangement 
of displays, coupled with the proper use of 
color and lighting to secure the highest 
possible amount of interest. 

Brochures describing the objectives of the 
new association were distributed. 

Open forums will be held on the first and 
third Thursday evenings of each month, at 
the Hotel Pennsylvania, to develop interest 
in individual problems. Topical points re- 
lating to all forms of display will be taken 
up as they arise. 





Moie Hamburger Reelected 


Crandic President 

The Crandic Display Club, which includes 
displaymen from both Cedar Rapids and 
Iowa City, Iowa, held its annual election of 
officers at a meeting Thursday, October 14, 
at the Montrose hotel, Cedar Rapids. Moie 
Hamburger, Strub’s Department Store, Iowa 
City, was reelected for a second term as 
president. 

Other officers elected were Ray Smart, 
Ford-Hopkins Drug Store, Cedar Rapids, 
vice-president; Larry McClellan, secretary- 
treasurer. 


November, 1937 


An interesting talk on “New Angles of 
Shoe Display” was given by Clyde Burnett, 
Domby Boot Shop, Iowa City, which prompt- 
ed a round-table discussion of the amounts 
spent by the American public on fashion, 
beauty, and the like. 

The next Crandic meeting, in the form of 
a “mixer,” will be held in Iowa City. 


W. H. S. Lloyd Company 


Features Papers 

Special decorative wall papers in rich, 
actual wood effects, together with Anaglypta 
and various imported wall papers suited for 
window backgrounds, are being presented by 
the W. H. S. Lloyd Company, 48 West Forty- 
eighth street, New York City. The firm 
has prepared sample swatch books which 
will be sent on request. 


New Quarters For 
The Displayers 

A need for increased space and _ better 
facilities has compelled The Displayers, New 
York City, to move to a new location at 167 
West Sixty-fourth street. 
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